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The celebration of the 200th an- 
niversary of the birth of George 
Washington produced some of the 
noblest thoughts and loftiest senti- 
ments ever created by the brain of 
man. But the most successful so 
far is the cherry-pie baking contest. 

v v v 

Advertising agencies were asked to 
plan a campaign for the baby bonds 
of the Citizens’ Reconstruction or- 
ganization before knowing very 
much about the idea. But you can’t 
stump an advertising agent with a 
little detail like that. 


, 9 
Many an advertising agent is like 
the African explorer who could speak 
freely only if no one present had 
ever been to Africa. Lack of in- 
formation is sometimes not a handi- 
cap but an inspiration. 
. FF 
ADVERTISING AGE has published an- 
other picture of a group of distin- 
guished advertising men _  photo- 
graphed on the stairway of the New 
York Advertising Club. What would 
a distinguished New York advertis- 
ing man do without a stairway to 
be photographed upon? 


7 Vv F 
It’s a cinch that if Stanford White 
had known the fame which would 
one day come to his stairway, he 
would have been reconciled to the 
ultimate destruction of Madison 
Square Garden. 


vewy 

Chrysler increased its earnings 
from less than a quarter of a million 
in 1930 to nearly $1,500,000 in 1931. 
Some people say it was the Plymouth 
that did it, but my guess is that Mr. 
Chrysler got all the rooms in his 
new building rented. 


vv¥seeeg’V 
Furniture dealers dislike the idea 
of a manufacturers’ show for con- 
sumers, because the public might 
then insist on buying only new 
styles. But suppose the public really 
should insist on buying! 


vvwey 

Gillette has publicly apologized for 
the poor quality of some of its re- 
cent razor-blades, and promised to 
do better hereafter. The company 
should go further and apologize to 
all those poor little wives who left 
their husbands on that account. 


, FF 
Open confession is good for the 
soul, and Gillette must have felt 
much better after its advertisement 
of apology and explanation, because 
the directors promptly met and de- 
clared a dividend. 
“7 FF F 
If Gillette blades should go sour 
again, Mr. Lambert, the president, 
who knows his halitosis, might 
easily capitalize the situation by a 
combination deal on Gillette blades 
and Listerine. 
V2 
Roy Peed has explained that while 
a lot of the motor car ads do look 
alike, they may be very effective in 
selling cars, for all he knows. Mr. 
Peed should rate as a 100 per cent 
diplomat. 


> ww F 
“Kodapak” is a new Eastman 
product that has set out to divide 
the market with Cellophane. It will 
be welcomed by some cigarette manu- 
facturer who is making a desperate 
effort to be original. 
- -. © 
Marty Lewis, of Best & Co., is re- 
ported to receive $50,000 a year for 
her services as advertising manager. 
Best? I’d say so. 
Copy Cvs. 


“Pap,” Bank Says of Prosperity Campaign 


AGREE ON YEAR 
OF GRACE FOR 
STYLE CREATOR 


Knitted Outerwear Industry 
Adopts Code 


Washington, D. C., Feb. 25.—The 
creator of a style is entitled to its 
exclusive use for one year, according 
to trade practice rules adopted by 
the knitted outerwear industry after 
revision by the Federal Trade Com- 
mission, the latter announced. 

Rule A, Group II, says: 

“The practice of usurping designs, 
styles or patterns originated by a 
competitor and appropriating them 
for one’s own use within one year 
after such origination is condemned 
by the industry.” 

Light is thrown on a manufactur- 
er’s right to select his retailers by 
revised Rule 3, Group I: 

“It is an unfair trade practice for 
any person engaged in _ interstate 
commerce, in the course of such com- 
merce, either directly or indirectly, 
to discriminate in price between dif- 
ferent purchasers of commodities, 
where the effect of such discrimina- 
tion may be to substantially lessen 
competition or tend to create a mo- 
nopoly in any line of commerce: 

“Provided that nothing herein con- 
tained shall prevent discrimination 
in price between purchasers of the 
same class on account of differences 
in the grade, quality or quantity of 
the commodity sold, or that makes 
only due allowance for differences 
in the cost of selling or transporta- 
tion, or discrimination in price in 
the same or different communities 
made in good faith to meet competi- 
tion: 

“And provided further, that noth- 
ing herein contained shall prevent 
persons engaged in selling the prod- 
ucts of this industry in commerce 
from selecting their own customers 
in bona fide transactions and not in 
restraint of trade.” 


FOUR A’S SEEK 
DATES OF ‘ISSUE’ 


New York, Feb. 26.—The American 
Association of Advertising Agencies 
is conducting an inquiry to determine 
publishers’ dates of “issue.” 

Since discounts are involved, the 
survey is being conducted by the 
Committee on Fiscal Control, headed 
by Ralph Van Buren. 

“Evidently sufficient confusion sur- 
rounds the word ‘Issue,’” said the 
committee, “depending upon its rela- 
tion to the condition in the mind of 
the inquirer, that we find it neces- 
sary to obtain specific information.” 

Publishers are asked for the date 
on which their most recent issue was 
completely distributed, and other 
questions, such as: 

“When were agency payments due 
to earn cash discount, if any? 

“If no cash discount was allowed 
when were agency payments due?” 


Court Bars 


Tobacco 


Copy from Car Cards 
And Panels in Utah 


Washington, D. C., Feb. 25.—The 
Utah statute prohibiting advertising 
of tobacco products on posters or in 
car cards, but permitting it in news- 
papers and magazines, was held 
valid by the Supreme Court of the 
United States Feb. 23. Radio adver- 
tising of tobacco is also permitted, 
the decision implied. 

The court held that outdoor adver- 
tising and car cards are purely intra- 
state and a state may regulate them 
under its police powers. 

The Supreme Court also made an- 
other distinction between outdoor ad- 
vertising and car cards as opposed 
to other forms of advertising, quot- 
ing a State court as follows: 

“Advertisements of this sort are 
constantly before the eyes of observ- 
ers on the streets and in street cars 
to be seen without the exercise of 
choice or volition on their part. 

“Other forms of advertising are 
ordinarily seen as a matter of choice 
on the part of the observer. Young 
people, as well as adults, have the 
billboard thrust upon them by all 
the arts and devices skill can pro- 
duce. 

Distinction by Court 


“In the case of newspapers and 
magazines, there must be some seek- 
ing by one who is to see and read 
the advertisement. The radio can be 
turned off, but not so the billboard or 
street car placard.” 

The court continued for itself: 

“These distinctions clearly place 
this kind of advertisement in a posi- 
tion to be classified so that regula- 
tions or prohibitions may be imposed 
upon all within the class. This is 
impossible with respect to news- 
papers and magazines. ... 

“The statute is aimed, not at the 
importation of posters, but at their 
use when affixed to billboards per- 
manently located in the state. The 
prohibition is non-discriminatory, 
applying regardless of the origin of 
the poster. Its operation is wholly 
intrastate, beginning after the inter- 


state movement of the poster has 
ceased.” 

The Packer Corporation, a Dela- 
ware organization engaged in out- 
door advertising and authorized to 
do business in Utah, took the case 
to the Supreme Court after it had 
been found guilty of violating the 
Utah law by advertising Chester- 
field cigarettes on one of its panels. 


History of Case 


In 1921, the Utah Legislature 
passed a law prohibiting the sale of 
cigarettes or their advertising in any 
form. Two years later, absolute pro- 
hibition of sale was modified in 
favor of a license system, but the 
prohibition against advertising was 
retained. 

In 1926, this clause was found void 
by the courts when a Utah news: 
paper which also circulated in other 
states, fought its application. -The 
Legislature, unwilling to abandon its 
declared policy, struck out the pro- 
vision prohibiting advertising in 
newspapers and magazines, leaving 
the ban on tobacco advertising on 
outdoor panels and in car cards. 

The revised law reads: 

“It shall be a misdemeanor for any 
person, company, or corporation to 
display on any billboard, street car 
sign, street car, placard, or on any 
other object or place of display, any 
advertisement of cigarettes, cigar- 
ette papers, cigars, chewing tobacco, 
or smoking tobacco, or any disguise 
or substitute of either, except that 
a dealer in cigarettes, cigarette pa- 
pers, tobacco or cigars or their sub- 
stitutes, may have a sign on the 
front of his place of business stating 
that he is a dealer in such articles; 

“Provided that nothing herein 
shall be construed to prohibit the ad- 
vertising of cigarettes, cigarette pa- 
pers, chewing tobacco, smoking to- 
bacco, or any disguise or substitute 
of either in any newspaper, maga- 
gine, or periodical printed or circu- 
lating in the State of Utah.” 


Last Minute News Flashes 


Masonite Account to N. W. Ayer 
Chicago, Feb. 26.—Effective April 1, the advertising of the Masonite 
Corporation will be handled by the Chicago office of N. W. Ayer & Son, Inc. 


Esty, Lever Key Man, to Start Agency 
New York, Feb. 26.—William Cole Esty has resigned as vice-president 


of the J. Walter Thompson Company and will establish an agency. 


He is 


key contact man on the Lever Bros. account. 


Put 89,812 Men Back to Work 


New York, Feb. 26.—The United Action for Employment Campaign 
had resulted in jobs for 89,812 men at noon today. 


“Ballyhoo” to Accept Serious Copy 


New York, Feb, 26.—Following the rate reduction announced last week, 
Ballyhoo is now accepting serious, as well as humorous copy. 


Reeder Becomes Cadillac Advertising Manager 

Detroit, Mich., Feb. 26.—J. F. Reeder, of the Campbell-Ewald Co., has 
been appointed advertising manager of Cadillac Motor Car Co., succeeding 
Truman F. Campbell, who has joined Campbell-Ewald. 


ADVERTISING IS 
POINTING MANY 
DIFFERENT WAYS 


New York Dailies Won't 
Donate Space 


New York, Feb. 25.—Considerable 
opposition to the “Baby Bond” 
campaign now under way developed 


Carl Byoir, originator of the 
United Action campaign. 


this week, the Harriman National 
Bank & Trust Company of the City 
of New York resorting to newspaper 
advertising to express the belief 
that most of the hoarding now being 
done is by bootleggers, and that in 
its opinion, prohibition is the basis 
for the country’s ills. 

John J. Gibbons, advertising man- 
ager, said the advertisement, one of 
a weekly series in the New York 
Evening Post and New York Sun 
spoke for itself. 

In the meanwhile, 400 daily news- 
papers and 2,000 dailies are donat- 
ing space for the teaser copy of the 
Citizens’ Reconstruction Corpora- 
tion. The low denomination bonds 
to be offered will not be ready until 
about March 7, so that there will in 
some cases be a lull between the first 
and second series. The second is 
designed specifically to withdraw 
money from hidden corners by rep- 
resenting the bonds as a better sub- 
stitute. 

New York dailies are conspicu- 
ously absent from the list, the Pub- 
lishers Association of New York 
City, to which all belong, having an 
ironclad rule that advertising space 
shall not be given away. 

The United Action for Employ- 
ment campaign, sponsored by the As- 
sociation of National Advertisers 
and others, also is moving along. 

More activity is predicted for the 
Middle West following meetings in 
Chicago and Detroit March 3 and 4. 
Carl Byoir, Havana publisher, and 
Lee H. Bristol, president of the As- 
sociation of National Advertisers, 
will speak at both. In each instance, 


several organizations will meet 
jointly. 
Advertisers, particularly those 
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ADVERTISING AGE 


February 27, 1932 


using radio, are co-operating with 
this movement with booster mes- 
sages, such as this: 

“The United Action for Employ- 
ment Campaign reports that at the 
end of eight days it has found jobs 
for over 60,000 people. This move- 
ment to place 1,000,000 men back in 
productive labor is fostered by the 
American Legion, American Federa- 
tion of Labor and Association of Na- 
tional Advertisers. 

“Your active help is earnestly so- 
licited. If you can give work even 
for a few hours to an unemployed 
person, it will help greatly. Get in 
touch with your American Legion 
headquarters for further informa- 
tion.” 

In addition, WMAQ, Chicago, is de- 
voting a special 15-minute program 
daily to proving that money is most 
valuable when working. 

While the Harriman National 
Bank was stating its views in paid 
newspaper advertising, 33 mutual 
savings banks of Manhattan, Bronx 
and Westchester started an anti- 
hoarding campaign of their own, 
using that short and ugly word, 
which was expressly banned in copy 
for the Citizens’ Reconstruction Cor- 
poration. 

“Come out of there, Mr. Dollar,” 
said the caption of its advertisement, 
text asserting that “hoarded dollars 
earn no wages and they’re not safe 
from fire, theft or loss.” 

The Crowell Publishing Company 
also offered some criticism of cur- 
rent efforts to revive business and 
offered as a substitute copy it is run- 
ning in its own papers. Frank Brau- 
cher, vice-president, sent the follow- 
ing letter to a key list: 


People Are Selfish — 


“The past two years have driven 
home, with unforgettable force, the 
fact that people will not spend their 
money to end a depression, or save 
the country, or restore prosperity. 

“Such appeals have falléh on deaf 
ears and may even have had the 
effect of causing people to‘hide their 
money and to wait for semeone else 
to do the restoration job? 

“Our simple belief is, that buy- 
ing will increase when people want 
something more than they want the 
money required to buy it. 

“Without reference to economics— 
with an appeal only to the personal, 
selfish interest of the purchaser, we 
are starting a campaign further to 
stress the advantage of owning to- 
day’s advertised products and, if pos- 
sible, to increase a buying desire for 
them. We are doing this through a 
series of full page advertisements in 
the four Crowell magazines, with 
their more than 8,400,000 circulation. 

“Today business offers much that 
the people should want—should buy 
—should enjoy. 

“We will send reprints of these ad- 
vertisements to a large list of busi- 
ness executives, explaining our pur- 
pose in running them. The first one 
will be mailed in a few days. I wish 
you would arrange to have it placed 
on your desk and when you have 
seen it, I should appreciate any com- 
ment as to what you think of the 
idea.” 

Wilfred W. Fry, president of N. 
W. Ayer & Son, Philadelphia, re- 
ceived one of these letters and in a 
speech at the University of Pennsyl- 
vania, said he thought it has the 
right viewpoint. 

The Business Week, McGraw-Hill 
paper, recommended Government 
guarantee of bank deposits as a sim- 
ple means of releasing hoarded 
money from its nesting place. 


Pick Badger & Browning 


Stickney & Poor Spice Co., Bos- 
ton, has appointed Badger & Brown- 
ing, Boston agency, to advertise its 
spices, mustard and flavoring ex- 
tracts. 


Ever-Ready on Air 
The Ever-Ready Razor Company 
will feature Belle Baker in a series 
of weekly broadcasts over the Co- 
lumbia network starting March 13. 


Lestico with Chain 
H. H. Lestico, former publisher of 
Chain Store Managenient, has be- 
come advertising director for the 
Safeway Stores of Southern Cali- 
fornia, Los Angeles. 


BANK BLAST AGAINST PROHIBITION 


has been some justifiable 


dollars. 


condition. 


a coat of mail. 


HARRIMAN NATIONAL BANK || 
TRUST COMPANY 


‘The Bank of Personal Contact’ 
FIFTH AVENUE AND 44TH STREET 
59 LIBERTY STREET 
NEW YORK 


Pap 


There is profound anxiety expressed at Washington 
over the “inability of business people to function in 
protection of the American people against hoarding,” 
but true hoarding is not a cause—it is a result. There 


currency from banks to meet emergencies of banking 
circumstances. That we may regard as over. The real 
hoarding today is by the bootleggers. They buy no real 
estate, no securities, keep no bank accounts, but hide 
their enormous gains in safe deposit boxes in good 
“Baby bonds” of $50 denomination will not 
draw forth this money, nor even, incidentally, bring 
out the few dollars hoarded by small people, who could 
equally well use the Postal Savings Banks. A personal 
investigation in New York results in general agree- 
ment that it is the bootleggers who are hoarding, (stim- 
ulated by the Capone incident) and every safe deposit 
in the larger places can tell the same story. The Prohi- 
bition Law is at the bottom of the bulk of our economic 
The proof is the exclusion by trial and 
error of all other possible causes. The use of liquor 
can be, should be, restricted, but the law as it stands is 
like a focal infection in the body working against all 
the labors of a physician to cure a disease. There is 
an economic and a moral side to Prohibition. 
suffering in both. We think the evils of lying, deceit, 
law-breaking, murder caused by the endeavor to flee 
this law, point, not to a futile attempt to enforce it, but 
to amendment. The economic gain would be immeas- 
urable. It would end hoarding, increase employment, 
profit the Treasury and serve and benefit the people. 
To these ends, and an end of hoarding, “Baby Bonds” 
as an instrument were as effective as a bent pin against 


hoarding—withdrawal of 


We are 


UPTOWN 8A. M. TO 8 P. M. DOWNTOWN 9A. M. TO 6 P. M. 
SAFE DEPOSIT VAULTS (UPTOWN) 8 A. M. TO MIDNIGHT 


= 


Harvey Looses 
Some) Epigrams 
On New Orleans 


New Orleans, La., Feb. 25.—George 
W. Harvey, of the Harvey-Jaediker 
Service, New York agency, intrigued 
the annual sales convention of 
Monogram Pictures, Inc., with his 
epigrams on advertising. Here are 
a few samples: 

“Art illustrations that look like 
masterpieces as wall decorations 
may have no more selling punch in 
@ newspaper than a death notice.” 

“It isn’t the cost of space—it’s the 
upkeep.” 

“It’s really pitiful to see strong, 
healthy merchandise represented by 
printed salesmanship that falls like 
the balloon ball in a grass bunker.” 

“Take off the kid gloves and put 
your hands on the truth. Start with 
the completed copy. Find out if it 
was designed to sell the cleverness 
of someone with a lofty title. Ana- 
lyze it for politics. See if it was 
written for front-office consumption. 
Ask if it was directed at a competi- 
tor.” 

“The amount of space used in a 
publication has nothing to do with 
the amount of money passing 
through the box-office.” 

“Established valuations prove as 
useless as a chorus girl’s garters 
when bared by the chilly winds of 
economic realities.” 


Start Food Broadcast 


Boston Food Products Co., Boston, 
Mass., started a semi-weekly pro- 
gram over the Columbia Broadcast- 
ing System Feb. 23, featuring the 
“Prudence Club.” 


Select Platt-F orbes 


National Paper Products Co., New 
York and Carthage, N. Y., Public 
Service paper towels, has appointed 
Platt-Forbes, Inc., New York, to han- 
dle its account. 


CROWELL'S ANGLE 


We're All Aladdins Today 


with 60-watt lamps to rub! 


Poor Aladdin’ What pervful lntle 
parlor-magic was his, compared with 
that which you may make in 1g ya! 

How he would rub his eyes, to 
day, were his magic carpet to deposit 


hum an almost any Amencan town 


All Creaton to do our bidding at the 
touch of a fingernip’ 

We keep Arabian Days and 
Nights on tap in 19 3a! 

The four-room flat of any Amer 
can Gity—the stucco bungalow of any 
Amencan Suburb—the old homestead 
on any Amencan farm 


Hs magye carpet indeed’ Let us 
smile politely behund our hands —a 
thousand mapw carpets criss-cross our 
shes with streaks of speed —ignonng 
mules and mountains and inland seas — 
linking, aty to cy and cuust to coast 


for our convenience — 


—contain more 
luxunes, more comforts and conven 
vences, more out-and-out magic than any 
{bled palace that ever was sm Araby! 


The advernising pages of modern 
magazines are full of Lamps to rub’ 
His Magic Horse? Along our Turn the leaves and a hfe more huxw 
hundreds of highways rall @ host of nous than Aladdin ever dreamed of is 
shining steeds of steel —each with a — yours for 
herd of eager horses under its hood’ 

Geme What fule, laughable 


lutthe gene came to Aladdin's cal! To 
day we have bottled the Power of 


the asking" Here the greatest 
wonders this wonderful world has ever 
known await your commands! 

The story of Aladdin has come 
true and you are , 


Raise Postal Rates 


to Latin America 


Postage rates from the United 
States to South and Central Amer- 
ica will be increased 50 per cent 
April 1. 

After that date there will be no 
2-cent letter rate nor l-cent post 
card rate from the United States to 
any foreign country. About $5,000,- 
000 annually will be realized by rate 
increases to foreign countries. 


Outdoor Advertising 


Agency Gets Scholle 


R. M. Scholle has joined Outdoor 
Advertising Agency of America, New 
York and Chicago, and not Outdoor 
Advertising, Inc., as erroneously re- 
ported by ADVERTISING AGE. 

Mr. Scholle has seen service with 
Thomas Cusack, O. J. Gude and Gen- 
eral Outdoor Advertising Co. 


Prather Is President 


Color Photography, Inc. New 
York, announces the appointment of 
Donald Prather as president in 
charge of the New York studio. 


Says Fear of 
Public Opinion 
Retards Buying 


Detroit, Mich., Feb. 26.—Confirm- 
ing the theory of James W. Young, 
of the University of Chicago, that 
“social pressure areas” have a tre 
mendous influence on buying, Alvin 
Macauley, president of the Packard 
Motor Car Co., said fear of outraged 
public opinion is preventing many 
families from purchasing. He is also 
president of the National Automobile 
Chamber of Commerce. 

Mr. Macauley told the Chicago 
Tribune Press Service that a new 
sentiment must be created. 

“There is a general reluctance 
to appear in a new overcoat or a 
new suit or a new automobile,” he 
said. “The employer who has had 
to reduce salaries or cut his office 
staff is afraid he might be flaunting 
his comparative wealth. 


World Afraid of Affluence 


“The employe, possibly apprehen- 
sive of a wage reduction, is afraid 
he might be displaying an affluence 
out of keeping with popular parsi- 
mony. The employer wants to buy 
a new car. So does the employe. 

“Their three or five year old ma- 
chines are uneconomical, unsafe, un- 
sightly and unsatisfactory as com- 
pared with the vastly improved 1932 
cars. 

“The only encouragement they 
need is an assurance that their pur- 
chase of new automobiles will not 
be misunderstood by their business 
and social associates. 

“The public must be educated to 
the fact that normal buying is pa- 
triotic, that skimping contributes to 
the longevity of the depression, that 
the spending of a dollar is as char- 
itable an act as a donation to an 
unemployment relief fund.” 


Says Automotive 
Copy Produces 
Speed Fiends 


Philadelphia, Pa., Feb. 25.—Adver- 
tising the power and speed of auto- 
mobiles by manufacturers, or others, 
is dangerous and ought to be 
stopped, according to Benjamin G. 
Eynon, Pennsylvania State Com- 
missioner of Motor Vehicles, who 
plans to place the matter before the 
Eastern Conference of Motor Vehi- 
cle Administrators in Washington 
next May. 

The reason for the commissioner’s 
attitude, he said, is that the first 
thing the purchaser of a new car 
thus advertised does, is to try to 
prove whether the advertisement is 
correct, thus becoming a _ reckless 
driver. 

The Commissioner also alleged 
that automotive copy of this type is 
in direct contravention to the speed 
laws of Pennsylvania and other 
states. 


Appel Gives Address 


Via Long Distance 


Joseph H. Appel, advertising man- 
ager of John Wanamaker, New 
York, addressed the Advertising Club 
of St. Louis by long-distance tele- 
phone last week. 

Mr. Appel was introduced by Gil- 
bert T. Hodges, president of the Ad- 
vertising Federation of America, 
also from New York. 


Victor Develops New 
Optical Projection System 


Victor Animatograph Corp., Dav- 
enport, Ia., has developed an optical 
system that sets a new standard for 
brilliancy in 16 m/m projection, the 
company asserts. 

Called “Hi-Power,” the system is 
said to double the power of all 
16 m/m projection lamps. 


Outdoor Bill Dies 


The New Jersey poster tax will re- 
main in effect, Legislature leaders 
having rejected the new licensing 
bill. 


COTY ADDS 177 
NEWSPAPERS 10 
CURRENT LIST 


(Picture on Page 16) 


New York, Feb. 26.—Supplement- 
ing its magazine advertising, Coty, 
Inc., has released the first of a series 
of 500-line advertisements to 177 
newspapers, touching every state ex- 
cept Colorado and New Mexico. 

The campaign follows the new 
policy of replacing wholesale outlets 
with sales agents. strategetically 
placed in the heart of Coty sales 
areas. 

Both newspaper and magazine ad- 
vertising, developed by the Percival 
K. Frowert Company, bear a family 
resemblance, in spite of important 
differences in characteristics. Both 
do away with photographs and heavy 
types, hoping to win attention by 
contrast with copy of competitors. 

The art work for the magazine 
advertising, by Miss R. Sigrid Graf- 
strém, of New York, consists of sim- 
ple but decorative black and white 
sketches of women. Copy discusses 
feminine problems, leading into men- 
tion of Coty face powder and per- 
fumes. 

Newspaper copy, on the other hand, 
features the famous Coty powder- 
puff box, a different position being 
given the illustration in each adver- 
tisement. Newspaper copy also con- 
fines itself to Coty powder, a key 
item in the beauty parade. It also 
earries this line: 

“This advertisement is sponsored 
by Coty in the interest of retailers 
whose service standards prompt them 
to feature nationally recognized, 
quality brands.” 

The magazine list includes College 
Humor, Cosmopolitan, Delineator, 
Good Housekeeping, Harper’s Bazaar, 
Holland’s, Ladies’ Home Journal, 
Liberty, McCall’s, New Yorker, Pho- 
toplay, Screenland, True _ Story, 
Vogue and Woman’s Home Com- 
panion. The American Weekly of 
March 14 will also be used as will 
considerable rotogravure. 


Five Accounts Go to 
Carroll Dean Murphy 


Five advertisers have placed their 
accounts with Carroll Dean Murphy, 
Inc., Chicago. 

The list includes Reliance Mfg. 
Co., Chicago, work shirts, dress 
shirts, etc.; Pennsylvania Company 
for Insurance on Lives and Grant- 
ing Annuities, Philadelphia; North- 
western University, Chicago and 
Evanston; Culver (Ind.) Military 
Academy and Acme Steel Co., Chi- 
cago. 


Enloe and Moss Leave 


“Pictorial Review” 


Following the resignation of 
George S. Fowler as president and 
Percy Waxman as editor of Pictorial 
Review, New York, two other resig- 
nations were announced. 

They are Nell Howard Enloe, di- 
rector of the home economics divi- 
sion, and William W. Moss, Jr., Mr. 
Fowler’s private secretary. 


C. King Woodbridge 
Joins Coffee House 


C. King Woodbridge, who served 
three terms as president of the As- 
sociated Advertising Clubs of the 
World, has joined Arbuckle Bros., 
New York coffee house. 

Mr. Woodbridge recently resigned 
as vice-president of Remington- 
Rand, Inc. 


Austrian Government 
Will Limit Imports 


The Austrian Government will 
apply the quota system to imports, 
the Department of Commerce has 
announced. 

Manufactured and finished prod- 
ucts will be chiefly affected. 


Issue Hardware List 
Hardware Age, New York, has is- 
sued its 12th edition of the verified 
list of jobbers, manufacturers’ agents, 
chain stores, etc. 
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| checkpoints 


for executives who deman 


Ht value from Se 


| HESE are the fundamental tests of the value of 

newspaper space, of advertising responsiveness. 

Seven check-points built on reading habits, on adver- 

| tising results. There are no others as searching, as in- 
| clusive and dependable. 

If you haven’t checked your space buying by these 
standards, do so before you spend another dollar for 
advertising in the Chicago market. 

The Chicago newspaper which best meets this seven- 
point check list gives you greatest value for your money. 


Penetrates All Income Levels 


No matter what your product is, the Tribune is best 
fitted to do the job for you. 4 out of every 7 families in 
the city and suburbs read the Chicago Tribune. 150,000 
more than read any other Chicago newspaper. 

The home-delivered circulation of the Tribune is now 
in excess of 270,000. Far more than that of all other 
Chicago papers combined. 
| Here is circulation that penetrates deep into every 

level of buying power. Circulation that has the best 
| grip on the greatest buying power in this market. In 

the 25 better residential districts the Tribune pro- 
| duces for your advertising 57% more readers than is 
| reached by any other Chicago newspaper. 

And in the rich surrounding suburban communities 
the Tribune sells 67% more copies than any other 
Chicago newspaper. 

In the entire Chicago territory there is no newspaper, 
| no national magazine, that has the influence and re- 
sponsiveness which the Tribune commands for adver- 
| tisers determined to get sales in this great key market. 


, os ; Response that placed— 
Wins Greatest Advert ising Response 1,790,000 more lines of retail advertising 


Your advertising in the Tribune will reach more men 1 "494. ,000 more lines of general advertising 
and women in the Chicago market than it can reach 1 779, ,000 more lines of classified advertising 
in any other newspaper. And reach them adjacent to 5, 064, ,000 more lines of total advertising 


| more interesting news and features than appears in —in the Tribune in 1931 than in any other Chicago 
any other Chicago newspaper. Dynamic editorial mat- newspaper 
ter that generates a higher velocity in advertising A Tribune representative will be glad to present 
response for Tribune advertisers. further details if you wish. Ask to have him call. 


- 
Eastern Adv. Office: Southern Adv. Office. New England Adv. Office: Western Adv. Office: 
NEW YORK ATLANTA T BOSTON SAN FRANCISCO 


20 FE. 42nd St. 1825 Rhodes-Haverty Bldg. 718 Chamber of Com. Bldg. 820 Kohl Bldg. 
THE WORLD'S GREATEST NEWSPAPER 


Average Total Circulation for the Month of January, 1932: Daily, in excess of 800,000; Sunday, over 1,000,000 
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That A.B.C. Resolution 


A resolution was adopted at a re- 
cent meeting of the board of direc- 
tors of the Audit Bureau of Circula- 
tions, in which publishers were 
urged, in general terms, not to go 
too far in the use of circulation 
methods of questionable character, 
but to adhere to the rules of the 
bureau in handling their subscrip 
tion business. 

The reason for the resolution ap- 
peared to be evident; the present 
state of business has provided circu- 
lation problems for practically all 
publications, in every field, and in 
an effort to maintain guarantees pub- 
lishers in some instances may be 
compelled to resort to methods 
which they would not ordinarily em- 
ploy. The results, in those cases, 
might be violation of the spirit if not 
the letter of the A.B.C. rules, and 
likewise cause a reduction in the 
value of the circulation thus ob- 
tained. 

The resolution of the A.B.C. did 
not mention any particular publica- 
tion or type of publication, and did 
not detail any of the methods which 
the A.B.C. might find objectionable. 
It appeared to be simply a friendly 
warning to those publishers who 
under stress of circumstances might 
be allowing questionable methods to 
creep into their circulation depart- 
ments, to check up and avoid trouble 
later. 

Since its publication the resolu- 
tion has been the subject of some- 
what violent comment in certain sec- 
tions of the advertising press. The 
demand has been for specific infor- 
mation. What rules are being vio- 
lated? What publishers have been 
going beyond the limits of the 
A.B.C. regulations? Why, these in- 
quirers have demanded to know, 
doesn’t the bureau come out in the 


open with its charges if it has any 
to make? 


We are inclined to sympathize 
with the officers and directors of the 
bureau in the situation which has 
arisen. The organization, it seems 
to us, accomplished a salutary action 
in the publication of the resolution. 
It has anticipated trouble, instead of 
waiting for it to develop, and has 
given fair warning to every pub- 
lisher who may be sailing too close 
to the wind. No doubt those who 
needed it will take advantage of it. 


The board of directors of the 
A.B.C. includes in its membership 
not only advertisers and agents, but 
publishers representing every field. 
Consequently a resolution of this 
kind certainly reflects informed opin- 
ion. The resolution was adopted, 
quite evidently, because it was be- 
lieved that some admonitions were 
needed, but it was made general in 
terms because it semed to be the 
opinion that the admonition alone 
would prove to be sufficient to pre- 
vent any serious difficulties. 


The suggestions of the A.B.C. also 
fit into the picture from the view- 
point of advertisers and agents who 
have suggested that if circulations 
have been pushed up too far and too 
fast, this is a good time to permit 
them to simmer down to normal 
proportions, with accompanying rate 
adjustments. While this would not 
be a part of the A.B.C. objective, 
since the subject of rates does not 
come into its discussions, it is never- 
theless an interesting side-light on 
the situation. 

We hope, with the A.B.C., that the 
resolution which has been under fire, 
will be found to have served its pur- 
pose, and that no further comment 
will become necessary. 


Sears Invades the Loop 


During the coming week a mer- 
chandising event of great importance 
will take place in Chicago—the open- 
ing of the new store of Sears, Roe- 
buck & Co. at Van Buren and State 
streets on the edge of the famous 
Loop, and just across the street from 
the Davis Store, owned by Marshall 
Field & Co. This is the first time 
that the development of the Sears 
chain of retail stores has included 
the opening of a unit of this size and 
importance, and for the first time it 
is put in direct competition with 
some of the largest merchandising 
units in the department-store field. 

The enormous volume of merchan- 
dise which will be handled in the 
new store will make it of great in- 
terest and importance to manufac- 
turers, while the methods it adopts 
will be watched with the keenest in- 


terest by all concerned with the 
problem of selling goods under 
today’s conditions. 

Sears, Roebuck & Co. are skillful 
merchandisers, although they have 
sometimes been accused of lacking 
sufficient perception of feminine 
needs and psychology. The new 


store will cater, like other State- 
street establishments, to every femi- 


nine desire, at the same time featur- 
ing general merchandise lines for 
household requirements. The points 
of divergence from conventional mer- 
chandising practice in big shopping 
centers will be noted with special in- 
terest. 

The new advertising campaign 
now under way in newspapers and 
magazines in behalf of the Sears 
stores is doing a good institutional 
job 


Information 
for Advertisers 


The following documents may be 
secured without charge by any na- 
tional advertiser or advertising 
agency from the publishers sponsor- 
ing them, or through ADVERTISING 
AGE: 


355. The Process Industry. 


This title probably doesn’t mean 
much to the advertiser who has no 
technical bent, but this folder from 
Chemical & Metallurgical Engineer- 
ing will clarify his understanding. 
It is the tenth of a series describing 
some of the interests and activities 
of chemical engineers and produc- 
tion men in the many industries 
linked together with a common de- 
nominator. Others available are 
Nos. 7, 8 and 9. 


356. Facts about Indianapolis. 


This study by the Indianapolis 
News not only gives a quick picture 
of the city it serves, but some in- 
teresting figures about distribution 
in drug, grocery, and department 
stores. Some advertised brands have 
distribution as high as 98.4 per cent 
in drug stores of Indianapolis, but 
others which are also well known 
have as little as 18.2 per cent. Fig- 
ures from similar studies in previous 
years shows the gain or loss made 
by leading brands. Lux, which now 
leads the parade, had only 46 per 
cent distribution in 1926, it is re- 
vealed. 


357. Analysis of the Contents of 
Nine Women’s Magazines in 1931. 


Advertisers who study the edito- 
rial background provided by maga- 
zines will be interested in this study 
by Needlecraft. Among the classifi- 
cations are fiction, special articles, 
needlework, food, fashions, home 
building and decoration, housekeep- 
ing and equipment, health and 
beauty, child health and training, 
gardening, etiquette and entertain- 
ment, editorial page, etc. 


350. Fortune’s Editorial Policy. 


This is not the real name of this 
booklet, which appears to be un- 
christened. The front cover is given 
to a tribute by Julian Johnston, “For- 
tune rises above our depressing times 
—a reflection of that old America 
we used to know, irrepressible, 
shrewd, triumphant.” This booklet 
has the unusual mission of proving 
that Fortune’s reader following is 
not confined to men at the very top 
of industry. 


351. Advertisers’ Issue of The Busi- 
ness Week. 


This booklet describes the spirit 
that moves The Business Week. The 
index says “the business thermometer 
on The Business Week is moved by 
cold facts; not hot air,” and goes on 
to give the remainder of the publish- 
ing formula. 


297. A Lift to Market. 


This handsome booklet issued by 
Extension Magazine values the Cath- 
olic market at 11% billion dollars 
a year. The component parts of this 
market are described in detail by 
the publication, which is the official 
organ of the Catholic Church Ex- 
tension Society. The Catholic popu- 
lation of the United States is placed 
at 22,000,000. 


263. The Farm Market. 


In a series of cartograms, The 
Farm Journal, Philadelphia, gives 
some of the high spots of the farm 
market, including income by states 
in 1930, value of farm implements 
and machinery by states, and value 
of farm buildings. 


345. Interviewing by Telephone. 


Arnold Research Service here lays 
down 11 situations in which tele- 
phone interviews can be used to ad- 
vantage. It recites seven other cases 
in which telephone interviews should 
not be used. The cost of calling by 
telephone is rarely greater than by 
mail and may be less, the booklet 
asserts. 


TWIN ACT BEGINS TO PALL 


YouR OLD FAVORITES 

The MARK DOWN 
SISTERS 

Mss WAS & MLS NOW 


That is the allegation of "Men's Wear,"' Chicago, which suggests that 
its readers lure the public with something new in merchandise and 
advertising. 


Voice of the Advertiser 


Advertising in 1931 

To the Editor: Each year Homer 
Buckley, cooperating with the Direct 
Mail Advertising Assn., estimates 
the volume of direct mail advertising 
used during the preceding year. 

His estimate for the year ending 
June 30, 1931, is that $408,000,000 
was spent for direct mail advertis- 
ing. 

Will you give us your approximate 
estimate of the total amount of 
money spent—either in that period 
or during the year 1931—on all types 
of advertising, itemizing if possible. 


R. F. StTRaAvss, 
Space Buyer, Porter Corp., Boston. 
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How Far Can Space 
Salesman Safely Go? 


To the Editor: The statement in 
the February 13 ApvEeRTISING AGE of 
Stanley I. Clark of Lehn and Fink 
that magazines should adopt a slid- 
ing scale of rates according to posi- 
tions is indeed interesting and at the 
same time meritorious. 

However, with reference to his 
suggestion that space salesmen 
“should help the advertiser decide 
first what proportion of the appro- 
priation should go into magazines 
and what group of magazines should 
be used,” I, for one, can think of a 
number of cases where the advertis- 
ing manager or space buyer would 
consider this none of the space sales- 
man’s business. 


WALTER R. HoMEs, 


Salesman, The Screenland Unit, 
New York. 
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[We Almost Never 


Saw Such Writing 

To the Editor: What justification 
is there, if any, for such abominable 
use of English as that employed by 
the modern copy writer? Here of 
late, more and more examples of im- 
properly phrased “heads” have found 
their way into the printed pages, no 
doubt to the disgust of even the most 
elementary student of English gram- 
mar. 

A specific example is found in the 
Listerine advertisement now appear- 
ing in national magazines. Its head 
is: “I almost never have a Cold.” 

Analyzing this, one finds Webster’s 
definition of “almost,” when used 
adjectively, to be “rarely.” The defi- 
nition of “never,” is “at no time, 
whether past, present or future; not 
in any degree, in the least, in any 
way.” 

“Almost,” to my knowledge, is a 
matter of degree. “Never” is mostly 
used for emphatic negation. “If a 
person never has a cold, that is suf- 
ficient in itself to imply definitely 
that at no time, whether past, pres- 
ent or future; in any degree, what- 
soever, does a cold occur. 

As a student I was always taught 
to say “seldom ever, seldom if ever, 
or seldom or never,” i. e. “I seldom 
have a cold, if indeed I ever do”; 


or “I have a cold very seldom at the 


utmost, or (in my opinion) proba- 
bly never.” 

How much better then would it 
have been to have said, “I seldom 
ever have a cold”; or using a more 
emphatic form: “I seldom or never 
have a cold”; either of which I have 
always understood to be correct. 


H. E. PRENTKE, 
President, Humphrey & Prentke, 
Inc., Cleveland. 
vvy 


Testing Advertising 

To the Editor: Can you supply 
us with information concerning vari- 
ous methods of conducting a “Test 
Campaign” in a local market, pre- 
liminary to a national campaign 

We are particularly interested in 
securing data on the following 
points: 

1. Method of determining an “av- 
erage city” for test purpose. 

2. How many cities need be tested 
to get a fairly accurate cross-section 
of the country? 

3. Assuming that newspapers are 
used, how long a period should the 
test campaign cover? 

4. What is the best method of 
checking results? 

5. Specific examples of successful 
test campaigns conducted in the drug 
store field on a product retailing 
from $1.00 to $1.75. 


F. D. SCHNITZER, 
L. W. Ramsey Co., Davenport, Ia. 
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Glidden’s Contribution 


to a Brighter Future 

To the Editor: Somebody has to 
start the ball rolling, so we have 
launched a 90-day campaign on plant 
interior refinishing. 

In order to stimulate purchasing 
we give with each 6 drum order a 
free DeVilbiss Electric Spray-Paint- 
ing Unit, list price $166.50. 

The conditions are ripe for this 
offer. With manufacturing at low 
ebb, plant interiors are readily re- 
finished. In every plant there are 
idle hands that can be useful again 
applying Spray-Day-Lite. Here is a 
way every plant can put men to 
work. 

The Spray-Painting Unit is easy 
to operate, so easy that a 16-year-old 
boy can do first class work. It is 
useful both in and out of the plant 
for many types of jobs. 

A freshly painted plant looks bet- 
ter, and is better to work in. Fresh 
paint makes plants look more cheer- 
ful, more progressive. These are 
facts. 

America needs right now the 
stimulating effect of increased em- 
ployment. This offer, one that every 
plant can use, will stimulate em- 
ployment, cut down paint applica- 
tion cost, and increase property 
values. 

We believe it to be “our contribu- 
tion to a brighter future for Amer- 
-can Industries” and that caption 
appears on the outside of the folder 
explaining the offer. 


F. J. Wonpers, 
Advertising Mgr., Glidden Co., 
Cleveland, O. 
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it 
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ave | ( 193 2) 
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est : 
: iberty’s Advertising Trend Reversed 
. Liberty’s vertising Tren everse 
ing 
av- Tis above chart shows how advertisers | mass weeklies, leafed through their maga- 
have begun switching to Liberty. Note zines with them, page by page, checked 
oo the ou shown: every single editortal and advertising item Some of LIBERTY’S 
' First, April through August, 1931: Lib. that had been seen or read. 
re erty was acquired by Macfadden Publi- They visited six cities, checked six con- Quota Busters 
the cations, Incorporated, in April, 1931. secutive issues of the four mass weeklies. 
ot | pins a a Angee tenes bad ob And six times the findings agreed. New 
tul | Second, September through December, f ae pee Liberty's editorial dined Colgate’s Shaving Cream 
ug 1931. The official statement of policy by tw Libe tter read (a yee 4 “abi; Del Monte Products 
in | the new management had been presented: y Saeey Ss eee Soy ve gee Dill’s Best Tobacco 
. | ; Sern ae ; demand) but Liberty's advertising pages Gensnitiienitiniameainatien 
a. Liberty’s editorial policy of dramatic, f h d: ene ectric Hotpoint Range 
; . were found to have stopped: General El H Appli 
concise, human stories and features, A e ectric Flotpoint Appliances 
Ta. | paced to the Post-War public, suc- 48% more persons than in Weekly A General Electric Refrigerator 
{ cessful in having built nearly two and 23% more persons than in Weekly B Heinz Spaghetti 
one-half million circulation, the 112% more persons than in Weekly C Hind’s Greaseless Texture Cream 
| greatest voluntary issue-by-issue de- In times like these when (a) sales are Hit-of the-Week — 
~ | mand ever received by any magazine, _— slow, (b) advertising appropriations are ‘ water? en 
- } was to be continued. And was to be _ being watched more closely, (c}) people are hg or \ “ Soring J 
ahs improved upon in accordance with — diverted from magazine reading by motor a ee 
- | many suggestions made. cars, movies and radios, is it any wonder Lysol, 
) b. Liberty's paper stock and printing that advertisers should be interested in a 
"1 | standards were toembark uponaplan = magazine thus proved to be in tune with ae ae Coffee 
nt- { of consecutive improvements. the times, thus established as enjoying the . 
reatest degree of reader attention? Morton's Salt 
¢. Liberty’s business policies were to be — BtEAtESE cegree : Pacts Henn Sides 
his { standard, uniform and consistent with Is it any wonder that advertisers should Postum 
= the best interests of its advertisers. be attracted not only by Liberty's lowest- Royal Typewriter 
ire ‘ Third, January through March, 1932. page-per-thousand-cost-among-major- Vick Chemical Company 
in The new management had made public the — ™agazines, but by “J possibility of doub- 
a ' results of its comprehensive program of ling the number of persons who would o 
to investigation to uncover Liberty's profit actually SEE a ag ag winnae 
| possibilities for advertisers. One must re- spending an advertising dollar more? Returned with Increase 
=_ 4 member that Liberty had been acquired On the theory that these new facts on “ 
- | solely on the knowledge that more men _ how many persons actually see an adver- Beeman’s Pepsin Gum 
: and women were asking for Liberty eve tisement would prove more persuasive than Camel Cigarettes 
nt q ; swage ; / oy 
week than any other magazine published. _ habit or tradition in 1932, Liberty deliber- Chesebrough Vaseline Hair Tonic 
et- It was felt that such public support must _ately set its 1932 advertising quota 15 per- Chesterfield Cigarettes 
sh have a significance for advertisers. During cent above 1931 billing. Now January, Coty Preparations 
er- the summer of 1931, therefore, Dr.George | February and March have already closed Dentyne Gum 
re Gallup, Professor of Journalism and Ad- —_ with billings 22 percent, 13 percent and Ethyl Gasoline 
vertising at Northwestern University, was 19 percent respectively above their quotas. Forhan’s Tooth Paste 
he given a free hand to find out Liberty's os First quarter of 1932 shows billing nearly General Electric Radio 
<n sibilities as an advertising medium. The —_50 percent over last quarter 1931. porn igh ere 
m | pa gpa _ “yee — The big parade has started. And it is a tetaather 
ca- | = + omcially 60 observe Ur. Gallup $s parade following the tune not of big bass hats 
ty — drums, but of the measured ring of dollar Som 
Dr. Gallup and his staff used the method _ profits. Advertisers interested in facts and Philco Radio 
u- for which he is famous. Instead of solicit- figures as a basis for Post-Depression activi- Spud Cigarettes 
er- ing reader votes, guesses or opinions, the ties are invited to write for more informa- Zonite 
~ investigators visited nearly 15,000 menand __ tion. Address, Liberty, 420 Lexington 
ad { women, found the readers of the leading ~ Avenue, New York. 
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Resents Debauching 
Of Advertising, Says 
Chief of N. W. Ayer 


Philadelphia, Pa. Feb. 25.—A 
worthy product, adequate distribu- 
tion and sound advertising were the 
guide posts for manufacturing suc- 
cess laid down by Wilfred W. Fry, 
president of N. W. Ayer & Son, in an 
address before the Wharton Alumni 
Institute of Business at the Univer- 
sity of Pennsylvania Feb. 18. 

Mr. Fry said he deeply resents the 
“debauching of advertising which 
has been a symptom of the business 
hysteria of the past few years.” 

“Advertising, so-called, marked by 
exaggerated claims, purchased testi- 
monials and palpable absurdities, set 
forth as facts, is bound to discredit 
in a measure sound, constructive 
and truthful advertising,” he con- 
tinued. 

“IT have viewed this with concern, 
but not with alarm, for sincerity is 
ever more potent than insincerity.” 

Mr. Fry urged a fair profit for 
every one engaged in distribution— 
jobbers, retailers, and salesmen. 


“This is the best guarantee of 
worthiness of product and the serv- 
ice it will perform for the con- 
sumer,” he said. “It also presup- 
poses the kind of distributors every 
manufacturer is seeking. 

“We hear much these days about 
selective distribution, which is iden- 
tical with profitable selling. Whether 
our present merchandising difficulties 
are due to more or less than ade- 
quate distribution, I do not know. 

“I strongly suspect, however, that 
in differing instances with differing 
products, they are measurably due to 
both. Not more theory, but more 
sound practice, is needed in solving 
distribution problems. There must 
be clever recognition of the funda- 
mental importance of each necessary 
step, and procedure that will culti- 
vate and enhance good-will on the 
part of every participant in the 
sale, from provider of raw material 
to satisfied customer.” 


ASSOCIATION T0 
CASH COPY OF 
MANUFACTURERS 


Detroit, Mich., Feb. 26.—Tieing in 
with every current publication au- 
tomotive campaign of importance, 
a nation-wide direct mail campaign 
by the National Standard Parts As- 
sociation will begin March 1, when 
the first of a series of letters and 
post cards will be dispatched to 
1,500,000 car owners. 


Starting with the second card, each 
message, to be mailed bi-weekly, will 
emphasize a maintenance possibility 
advertised by some manufacturer. 
One card, for instance, will tie up 
with the AC Spark Plug campaign, 
featuring loss of mileage through 
old spark plugs. 

Lubrication, safe brakes, wheel 
alignments, all of which are themes 
of individual manufacturers, will be 
dealt with. 


The campaign will have the twin 
purpose of building consumer confi- 
dence in the independent repairman 
in competition with the factory- 
authorized dealer shop, and of sell- 
ing service or parts immediately. 
The N. S. P. A. is made up of manu- 
facturers, jobbers and independent 
repairmen. 


Selling Campaign 


The campaign is being merchan- 
dised and new members recruited 
by A. R. Sandt, director of market- 
ing research, in conferences in 100 
key cities. 


To meet individual requirements, 
the campaign embraces 36 combina- 
tions, members taking their choice. 
Series one consists of six three-color 
cards to a mailing list provided by 
the member. Series two adds a let- 
ter to precede the cards and the 
third and fourth series adds mail- 
ing lists provided by R. L. Polk & 
Co. Other variations are in num- 
bers of names, ranging from a mini- 
mum of 75 to a maximum of 1,000. 
Members are given the choice of six 
of 23 submitted cards. 


The letter will inform the car 
owner there is a repairman nearby 
willing to render quality service at 
reasonable prices, with a personal in- 
terest in the customer’s welfare. The 
personal interest theme will run 
through the series. 


All mailings carry the association 
emblem, which is also displayed by 
members. Hugh J. Moore, advertis- 
ing manager of the association, de- 
vised the campaign. 


Boone New Chief 


of “Game & Gossip” 


Western Sports Publishing Co., 
Los Angeles, has elected J. Allen 
Boone president and editor of Game 
€ Gossip, Eugene Swarzwald retiring 
as president and general manager. 

L. Wallace Hopkins has become 
business manager. C. Ellsworth 
Wylie is advertising director. Lar- 
ger offices are being established at 
672 S. Lafayette Park Place. 


Get 12,000 New Users 
for Teletype Machines 


More than 12,000 new users of 
teletype machines have been created 
in the last three months, it is re- 
ported. 

American Telephone & Telegraph 
has about 2,800 in service, against 
11,500 for Western Union and Postal. 
The companies are working on a 
reciprocal basis. 


Quaker Oats Increases 
Earnings to $6,856,592 


Reporting larger profits than in 
1930, the Quaker Oats Co., Chicago, 
declared a special cash dividend of 
$3 on common stock, in addition to 
the regular quarterly dividend of $1. 

Earnings amounted to $6,856,592 
on compared with $6,003,859 in 


New Samples Show 


Color in Letterheads 


Howard Paper Co., Urbana, O., has 
issued a new Howard Bond sample 
book showing modern treatments in 
letterheads. Jay H. Maish Co., 
Marion, O., prepared the book. 

The samples are available to in- 
terested executives. 


Agency for Linen 

J. B. Sheppard & Sons, Philadel- 
phia, fine linen and upholstery, have 
appointed Kelly, Nason & Roosevelt, 
New York, to direct their advertis- 
ing. Newspapers, posters, direct 
mail, dealer helps and circulars will 
be used. . 


State Uses Instalments 


Arkansas has adopted an instal- 
ment plan for automobile license 
tags, payments being made quar- 
terly. It is estimated that 40,000 
cars will operate which might oth- 
erwise go into garages. 


Appoint Utica Agency 

Patent Cereals Co., Geneva, N. Y., 
has appointed Moser, Cotins & 
Brown, Utica, to advertise Rex paste 
and wall size and Dic-A-Doo paint 
cleaner. Trade papers and direct 
mail will be used. 


City Drafts Felsted 


Albert E. Felsted, advertising man- 
ager of the First National Bank 
Group, St. Paul, has been named 
publicity committee chairman of the 
Association of Commerce. 


KROGER'S FOOD 


FOUNDATION HAS 
BIG FIRST YEAR 


Rotogravure Advertising 
Halts Slump 


Cincinnati, O., Feb. 26.—Advertis- 
ing of the Kroger Food Foundation 
in Sunday rotogravure sections 
yielded remarkable results, A. H. 
Morrill, president of the Kroger 
Grocery & Baking Company, revealed 
to stockholders in his annual re- 
port. 

The accompanying chart, a part of 
Mr. Morrill’s report, shows the ad- 
vantages enjoyed by the stores sail- 
ing under the Foundation colors, as 
opposed to those retaining . old 
names. 

“We reported last year,” Mr. Mor- 
rill said, “establishment of an in- 
stitution devoted to the development 
of standards of food, quality and 
content, inspection of mepfchandise 
purchased by Kroger, enforcement 
of conformity with these standards, 
and to assistance of the housewife 
in home dietetics and nutrition prob- 
lems. 

“The story of the Foundation is 
told to the public through roto- 
gravure advertisements in the Sun- 
day papers published in localities 
where we operate under the Kroger 
name. Some of our branches, for 
good will purposes, still retain the 
name of predecessor companies. 
The graphs indicate the relative 
sales records in the Kroger branches 
where Foundation advertising has 
been used and the _ non-Kroger 
branches where Foundation adver- 
tising has not been used. 


A Model 


“Permanent headquarters of the 
Foundation have _ recently been 
completed, located over the Govern- 
ment Square Store in Cincinnati. 
Thus under one roof is established 
a model institution for the examina- 
tion, improvement and sale of food 
products of every sort and by every 
method, a complete scientific and 
practical laboratory for testing and 
demonstration, the like of which 
exists nowhere else. 

“The outstanding accomplishments 
of the Foundation since its estab- 
lishment have been the preparation 
of tested recipes, now appearing on 
an entirely new set of modernized 
labels of foods of our own manufac- 
ture; the preparation of practical 
cost budgets, with menus for every 
meal, over 10,000,000 of which have 
been distributed through our stores 
and 21,647 delivered by mail to 
housewives and institutions which 
have requested copies; the establish- 
ment of a bread formula in accord- 
ance with which an unusual loaf is 
being produced and research, in co- 
operation with Frigidaire Corpora- 
tion, on meat refrigeration methods. 

“The results of this research have 
not yet been put into actual opera- 
tion, but there is indicated a great 
improvement in the methods of the 
preservation of meats in stores.” 


Macfadden Escapes 


in Airplane Crash 


Bernarr Macfadden’s cirplane 
crashed at Erie, Pa., Feb. 23, but the 
64-year-old publisher escaped unin- 
jured. 

The plane struck a tree oi the 
take-off at the Erie airport. 


Bill Aids Foreign Press 


A bill to permit legal advertise- 
ments of land sales to appear in for- 
eign language newspapers, provided 
the copy is in English, has been in- 
troduced in the New Jeérsey legisla- 
ture. 


Silex Appoints United 


Silex Company, coffee - making 
units, Hartford, Conn., has appointed 
United Advertising Agency, New 
York. Louis deGarmo is account 
executive. 


Laboratory 


RESULT OF FOOD FOUNDATION ADVERTISING 


The Kreger Food Foundation campaign ran during the calends 1931, 
beginning with the issues of Nenuary 17 pe January o 4 


COMPARISON OF PERCENTAGE INCREASE COMPARISON OF PERCENTAGE INCREASE 
IN TONNAGE SALES PER STORE PER WEEK IN TONNAGE SALES PER STORE PER WEEK 
OVER SAME PERIOD OF PREVIOUS YEAR OVER SAME PERIOD OF PREVIOUS YEAR + 
1M ALL BRANCHES + 212% 
20.2% Wn REASE 
INCREASE 
11.8% 
INCREASE 
2.1% 
INCREASE 
52 Weeks First 46 Branches NOT Branches 
eceding Weeks of Participating in ipating in 
Feed Feed Found Feed Foundation Feed Foundation 


Eve 
retail food prices based on the prices of 42 articles 
in retail stores of 51 cities. 


month the Bureau of Labor Statistics of United States Department of Labor compiles an index of 


of food (weighted according to their consumption} 


Kroger's dollar sales in each month were divided. by this index of retail food prices to obtain an estimate 
of tonnage sales. For instance, if the index drops from 110 to 100, it is evident that a dollar will buy 10% 
more food—if the index drops from 125 to 100, a dollar will buy 25% more food. 


COMPARISON OF AVERAGE WEEKLY DECREASE COMPARISON OF AVERAGE WEEKLY INCREASE 
IM SALES PER STORE FROM SAME PERIOD OR DECREASE IN SALES PER STORE FROM 
OF PREVIOUS YEAR— SAME PERIOD OF PREVIOUS YEAR— 
ALL BRANCHES COMBINED FIRST 46 WEEKS OF FOOD FOUNDATION 
ADVERTISING 
oe 
INCREASE 
AvEAGt $6 
58 
AVERAGE 
a. “ ws a o. Branches " 
Feed Foundation ~~ 
DECREME 
52 Week 
abe $80. 
Feed Foundation Branches NOT 
Participating in 
Feed Foundation 
Advertising 


Hard to Sell 
Co-Operative 
Insurance Copy 


New York, Feb. 25.—Life insurance 
companies are not likely to go into 
co-operative advertising, according 
to one insurance expert, in spite of 
reports to the contrary. 

For ten years or more, numerous 
plans have been proposed involving 
the co-operative feature, all prov- 
ing unworkable for one reason or 
another. 

“None of these plans has ever in- 
terested a sufficient number of in- 
dividual companies,” he _ said. 
“Neither the Association of Life In- 
surance Presidents nor the American 
Life Convention, the two chief com- 
pany organizations, has been con- 
verted to the idea.” 

There have, however, been many 
instances where agents have indulged 
in co-operative local advertising at 
their own expense and companies 
have given their approval to this 
form of joint effort. 


Firestone Advertising 
Man Killed in Crash 


Roy Alden, president of Roy Alden 
& Associates, Pacific Coast advertis- 
ing representatives of the Firestone 
Rubber Co., was killed in an auto- 
mobile accident near Wellington, O., 
recently. 

Mr. Alden, who was 37 years old, 
lived in Los Angeles. 


China Departments 
Found Unprofitable 


China and glassware departments 
were uniformly unprofitable in 1930, 
according to a study by the Con- 
trollers’ Congress of the National 
Retail Dry Goods Association. 

Losses in 300 stores submitting 
figures ranged from 3.8 to 11.7 per 
cent. 


Earnings of Drug, Inc., 
Slightly Off Last Year 


Earnings of Drug, Inc., and sub- 
sidiaries in 1931 amounted to $19,- 
433,237. 

Net in 1930, including that of 
Household Products, Inc., and Vick 
Chemieal Co., acquired during the 
year, was $21,123,430. 


Name Husband & Thomas 


Scott Howe Bowen, Inc., and Byers 
Recording Laboratories, both ef New 
York, have appointed the Husband 
& Thomas Co. 


ASSERTS TIRE 
MANUFACTURERS 
FIGHT DEALERS 


New York, Feb. 26.—Charging that 
large tire manufacturers are selling 
to large users and chains at or be- 
low prices to independent dealers, 
F. A. Seiberling, president of the 
Seiberling Rubber Company, has 
sent a letter to 75,000 dealers urg- 
ing them to insist on a new deal. 

Mr. Seiberling also paid his re- 
spects to automobile manufacturers 
who equip their cars with spare 
tires. 

“It is estimated conservatively on 
the basis of deflated values of last 
year that the cempetition referred to 
above enjoyed in 1931 a tire business 
of approximately $108,000,000, all of 
which has been taken away from the 
dealers,’ Mr. Seiberling wrote. 

“Recently the tendency has be- 
come more pronounced toward sell- 
ing large commercial accounts tires 
for their own equipment at prices at 
or under dealers’ buying price, which 
tendency, if allowed to continue, will 
mean that an additional $10,000,000 
of business will be taken away from 
you in the sale of recognized ac- 
counts alone. 


Spares on New Cars 


“Within the past few months an- 
other automobile company announced 
that its cars will be sold completely 
equipped with spare tires, thereby 
eliminating the sale of spare tires 
to the purchasers of this manufac- 
turer’s cars. 

“This practice, if allowed to con- 
tinue, will probably become universal 
and will take away from dealers a 
minimum sale of approximately 
2,250,000 tires or $25,000,000. 

“In other words, if the present 
tendencies are continued there will 
be taken away from you on the 
basis of 1931 values approximately 
$143,000,000 of tire business. 

“It is estimated that the total re- 
placement tire market in 1932 within 
the United States will approximate 
$400,000,000. Deduct from this $143,- 
000,000 and all that is left for ap- 
proximately 75,000 independent deal- 
ers is $259,000,000 of tire replacement 
business. 

“It is obvious that this trend is 
heading toward total extermination 
of independent dealers.” 
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February 27, 1932 


ADVERTISING AGE 


ON THE ANNOUNCEMENT OF 


The American Boy’s 
Rate Reduction . . 


Congratulations on your constructive action in 

adjusting circulation and rate of American Boy. 
STEWART Peasopy, The Borden 
Company 


Referring to your letter of February third announc- 
ing rate decreases, we feel this is a forward step 
which, if followed by all publishers, would greatly 
increase the use of immediate advertising and aid 
business recovery. 
C. P. CLark, Jarman Shoe 
Company 


Feel your rate reduction is wise step. Believe it 
furnishes added reason for prominent position Amer- 
ican Boy occupies in its field. 
TRUEMAN F, CAMPBELL, Cadillac 
Motor Car Company 


Your reduction in rates step in right direction. 
Greatly appreciate your action. Publications in gen- 
eral should reduce rates to speed up advertising 
which in turn would help to stimulate business. 
S. E. Van Wie, R. B. Davis 
Company 


Heartily commend your spirit and leadership in rate 
adjustment program. 
MacDona_p H. Pierce, U. S. 
Advertising Corp. 


Accept Parker’s appreciation for your farsighted- 

ness by revising rates, thereby enabling advertisers 

to continue to cultivate your excellent market. 
THE PARKER PEN COMPANY 


Brunswick heartily endorses American Boy rate re- 
duction and circulation adjustment. Glad to see you 
back to nineteen-twenty-seven rates with larger cir- 
culation, which should bring greater results to all 
advertisers. 
C. L. Extxison, The Brunswick- 
Balke-Collender Co. 


American Boy rate reduction splendid move. Now 
national advertisers can continue with aggressive 
campaign during coming year instead of being 
forced to reduce the amount of their space to fit 
nineteen-thirty-two budgets. 


M. B. Bates, Life Savers, Inc. 


Your decision to reduce rates is good business. Now 

that the silver dollar is no longer as big as a barrel 

head, advertisers are encouraged to increase sales 

effort by any move which reduces sales and adver- 

tising costs. Your action is in tune with the times. 
W. C. Jackman, D’Arcy Adver- 
tising Company 


Your new rate schedule showing painless deflation 
of advertising costs meets with our hearty approval 
and shows the way out of depression by offering 
such outstanding value that advertisers will be un- 
able to resist. 

Daisy MANUFACTURING COMPANY 


Your letter advising new lower rates received. We 
are impelled to congratulate you on the sound com- 
mon sense and leadership which prompts your action. 
It is a move in the right direction, It breathes your 
= and courage in facing today’s economic 
acts. , 

Maxton R. Davies, Foster & 

Davies, Inc. 


Congratulate you on your cooperation in reducing 
advertising costs. This should lead the way to simi- 
lar reductions on the part of national publications. 
This help is greatly appreciated, 
J. a FERGUSON, Eclipse Machine 
Company 


We feel certain you are making sound move from 
advertisers’ standpoint as well as your own by ac- 
cepting slight drop in circulation instead of resort- 


ing to forcing methods. 
Homer M. Ciark, Lever 
Brothers Company 


Congratulations on the progressive stand you have 
taken on the question of rates in The American Boy. 
The news will be appreciated by advertisers who are 
trying to make dollars go as far as possible in these 
ays. 
, W. C. SpRouLL, Burroughs 
Adding Machine Co. 


To say that this is welcome information does not tell 
the whole story. Aside from the saving in money 
to your advertisers, your action indicates that you 
are attempting to bring the policies of the magazine 
in line with current conditions. 
W. B. PottTer, Eastman Kodak 
Company 


I believe that you have made a very wise and com- 
mendable move in reducing your rates and relaxing 
high pressure efforts to force circulation. This is a 
time when the purchasing power of many families 
is considerably reduced. Those boys who purchase 
the American Boy voluntarily are in families which 
are in better financial condition than the average 
and represent definite purchasing power. To force 
subscription purchases from families not so well 
fixed would simply add circulation which would not 
be as valuable to the advertisers, since the ability of 
bs class to purchase the advertisers’ goods is not 
ere. 
CaRLETON B. BeckwiTH, The New 
Departure Manufacturing Company 


You are to be commended for adopting American 
Boy rate reduction plan outlined your letter Febru- 
ary third. We are sure this action is appreciated 
by all magazine advertisers. 
EarRLe J. FREEMAN, Kellogg 
Company 


Rate reduction announcement received. Our clients 
and ourselves appreciate your action. 
B. a Durry, Batten, Barton, 
Durstine & Osborn, Inc. 


FROM THE AUDIENCE 


Mighty glad to hear of your rate adjustment which 
shows that American Boy is keeping pace with the 
times and helping lead the way for a better rate 
relation. Hope others join you in this movement. 
Hartow P. Roserts, The 
Pepsodent Company 


The American Boy is to be complimented upon tak- 
ing the forward step in adjusting their rates to meet 
circulations under present conditions. We are con- 
fident that this move will be appreciated by the 
advertisers and will result in increased business for 


your publication. 
E. Ross GAMBLE, Erwin, Wasey 
& Company 


Rate reduction American Boy Magazine in keep- 
ing with the order of the times. We have always 
felt that the American Boy was excellent value for 
the price asked, but at the new price we feel it is 


a steal, 
H. J. C. HeENpErRsoN, Fisher 
Body Corporation 


Consider your rate reduction in tune with the times. 
We are just reducing our one-dollar-fifty-cent watch 
to one dollar, bringing back the watch that made the 
dollar famous. This same model two years ago re- 
tailed at two dollars fifty cents. Believe there must 
be a general reduction in advertising rates so that 
manufacturers who have made drastic reductions 
can advertise at costs in keeping with new low prices. 

THE INGERSOLL WATERBURY COMPANY 


Your announcement of lower page and line rates 

effective with the March issue, coming along with 

so many others, marks a very definite step in the 

liquidation of unstable circulation increases. Your 

decision to act now instead of later is commendable. 
F. R. Davis, General Electric 
Company 


Naturally we are heartily in sympathy with any or- 
ganization that attempts to put the hoarded dollar 
into circulation by tempting these dollars with 
greater values. Therefore, we commend the recent 
announcement of American Boy’s rate reduction as 
a real move to stimulate business. 

Ortis Lucas, Studebaker Sales 


Corporation of America 


Campbell-Ewald Company and their clients heartily 
commend American Boy for bringing advertising 
costs to a basis more nearly in line with present 
economic conditions. This action should redound 
to the benefit of both publisher and advertiser. 
J. J. HaRTIGAN, Campbell-Ewald 
Company 


The & YOUTHS COMPANION Founded 
combined with 
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‘about our circulation than any other Publisher 


But we ask no advertiser or advertising agent t to. 


So we repeat our oft-made invitation—or challenge, on 


time at our Circulation Offices, +330 West od 


ADVERTISING AGE February 27, 1932 


“fhe OPE + 


E KNOW. more: about the circulation of 
The Business Week than any other ‘| 


publisher... . ... We probably know, more 


knows about his circulation. We think we take 


mote pains to find out about it. 


take even our word for it. 


if you prefer: 


Any properly interested person is welcome at any» ye ; 


Street, New York. * 
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* If inconvenient for you to | eke Ge 
come to our New York Offices, 
we will bring to you any docu- 
mentary evidence you request— Be eee ss 
provided it doesn't fill more than 7 : Rk tows 
‘one suitcase. 1 Apetiadeagece ee 
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Be sge et 
aa hase “are 
Ee a tia 


He will be permitted—yes invited, to inspect 


the whole of The Business Week’s circulation, or any part 


he calls for, 


_the prospect list from which all mailings are made, 


_..the system by which quality is controlled and double 


checked, 


the actual orders received that day—every one of them, 


_..the method by which subscriptions are rated, and those 
not meeting specifications rejected. 


This invitation is extended in the conviction that 
the advertiser of today is entitled to know exactly 
what he is getting for his money—not only how 
many, but what kind and how obtained; and we 
believe that he can get this information for him- 


self more satisfactorily than it might be told to 


him, by us or by any other publisher. 


Come on over! 


THE BUSINESS WEEK 


A ROE POLO B AE: A ver ea A ERA Tacit IIE ILD OE PA OA " 
“ aa “¢ 


NN: 


OPE AO eT om - 


ARNE 5 OPES, 
bgt 


MESFET ae Bonet 
Pr Rees Su z 


-. a > ie af tare fie Ae 
: ‘ i ® f i é . cae) 5 5 ; s a 7 , a “ ot © ‘ 7 Bs eee r = ap eee A. 
: 
ae ee 9 
- P ce oy aes 
: : ; : a 5 
; ee Ace : § gt ee ee Saal = i ie ee : 
e : ' ne oe ae 
i 7 Fi ae 
= ve i .. 
poce ea ; as eh & 
S ae = 
: ic 
ares see en 
. 4 ‘ $ i 
' 3 
. = is i — 
i | : 
ae : ~ 4 
’ - « 
o alle Se ; 
| 
a 
: is . 
; as Feta a 
7 4-3 eet is Ly ; 
oe bee <i Dp rere sj 
pe: e Pate o ae an 
a - PG a ee te i 
. : i 
* «oii teat ‘ kee 
a : A ie 
— eae yee: 
; me: RS ae 
, ° ee eae oes. 
+ ‘ ; aig Fi ate ae t 
; . BD] i ad ee 
ae ae 
< Ps: Bad a aya a or 
Oe . = ae 
as ; ; . 
Ze 3 . Ee ve i 
B q ; "a Say easel 
| acta - 
* oes Abies aay 
¢. oe ee ae te 
‘ a ie a oe 
| x a eo bate on eens: 
‘be . ee aye Pig ede 
ae. 4 ib Shae ae a 
. ‘ i bu: ati ate ie eee 
% % be seeps 
y | ae Es ails Fe dea 
, | oe ys ete. a ols a Rie 
— = ot GR 
ty ~~ —. es eer 
cae . a eo 
ah ir 
€ 5 a a 2 
a? > 5a : 
vay. “a ; ; 
#y _ ae : 
FSF = $ _ 
‘ ans ‘ae 
4 : = a 
oe a ae aisle 
re = lg al 
. er: xe 
an aes 
howe dil IES ee a ee 
k c oe, : 
b ey pe 
3 “ ~ { ee ; 
we er Soaea' z. 
ee ee ea a 
Wehae™. aa a ae es an 
Te iis oe 
Fes oe Melos 
cee — . * a 
Aaa ST 
Sil 3 on 
UF ite Kr e si 
- 4 c= - ell : be 
oF ¥ ee - ieee ee 
eae Se ere 
yates : | : ‘en 
ete Se | sl cca Ue ae 
3 * F EN gt ae zs oe } 
“x Se eee ee 
Fae ~ ey : e 
i 2 i Hi at a kc 
sis ee eee 
eat ng ie eee oe ee oe 
eg a Aes f fics B 
Tg a ae 
hie ee re LS is i + 
Sk 4 ae Tete teen 
v> re a aAe 
Bra Ye! ae =~ : Sag et: 
ents yaa Bid Sara 8 mapa Oe 
meh ae = ‘ Me 5 fichas aan 
ma | ae Bit 
ts 3 ee ee 
ae Y i ee ; 
¢ gbes | ‘ a ie ce 
¥ ? ae Pe ne ee ey 
ae y oF ES ee 
ate © 4 aa pe ane = gs 
4a tat a oe pat Rand a z 
eye ae 
et, «as | - a Rem ere 
he " ‘oe ae 
: prod if ee See ee x 
Fo ae : me: 
et” Ey ‘ 
i? Sarr ; i a a a, ‘ 
Ris ¥ a : ad ae Ee ‘ 
ee f , eo, i 
a & , : i {ate s 
we 4 &- 
eet : ie ; Se 
“ae : i 
: +f NS ¥ = c P . 
PT * Beets inves 
it — + ° 
AEE, ; } ie 
TERY - 4 eon iss 
x 3 h : a 
a: we 4 q >) Si 
ai > “1 i . 4 a ae - » 
i hin Ss A , * e, 4 ? shed, a 
aoe t he) a es 
BOR x + i Sena ’ 
pe ve itt Eee 
Se 3a > _ i . | ea eee a , 
eg ; ee : 
Saas ; 2 eS ee : 
she J ~  eaeeeoess 
go Sy : ‘ < OS ae « 
Rohan’ 4 s es 
SiG ik hoch eas 
ay a4 . gh Se ee ee ee 
t 1 fy a ed ot 
} i Be, foe nes 
b - aN ; 4 
| : aaa ei 
| 4 ES Ce es ek: F 
: 4 = 4 a call & a ae 
SPs S we cr. 
ere ? a 
r 7 ie 
wat ks 2a 
“avr a 4 q ee 
> a ey , Se 
“eit P ? id tine 
‘ 4? = 
4 2 : i BS 
mr ; : § Pe 
ww i ‘al LA: FOR, 
ee ; Se : . : : 
3 - LS 
x : a 
+ i i 
: ‘ ae 
7 ; i 
. a He 
ma ~ Le Bae 
: ; mete eo oi 4 
2 w pel aR Ber ioe 2 mraahies cine cieeeinemibnsies Sruaierh chaeninindee ccasian mecca eee I aa - Sees bo ae Rees 
t aT POE SRE TG, Tee cage tse RRR oN LS AR, CE ROE Ee eaten nee | ; aes : 
, nap siheer = < geeeieec gee apebineidcncs to ereolo a ke a anna ier eee ‘ a 8 bee “— os 
ae P LS TT TT TT aE eT a: Aa Anes Ph AEE! Shee ote 
: ’ z 4 Aasmaan ieee eaeeeemeneneeeeenee ee cs a = ede 2 Delsey % —s " a heed Aa Sie iret 8 " jf ‘ 
+, i f nae Dmumnitamedae ant asco coe eR SMRA NS SHYT bes a a" “peed aoe Bee eae a 4 & oe 
b of Ff se eek - eee = ° Ys ARR Sco aE AD rer REG We-cihe- ahaa ipiaienee ates screen ee ae 5 bilan a Fomaariy('s vd ic ne 1 
wf eens Soe tee + a Pee. 2 ee 5 fn ib ie a - * oe 
, a if "Seeker ah ean, peg we —- a ae ea hi A: C gales mt. wegen Big ov ee ae apse! ten + Chen oma Imei so ogee pe sen A ie wet a 
# tg 9 4 Sie eens i 9 eee aie st ii fe «aera ge a eee * a eo nc eer “# 
NV (4, 01) Ss eee re ae a 
j A Sil CRE ee eS ee Se see = ay eheg ite ee: , aes t= We Rt RO eee 
ee abe ee Aa Fe ald 5c cou eee = i * eee Penis) ve tS Care. 2 re ee ~ Se ae eave 
eek Win ee eee a a ae i SR 5 a ee rk oko eres | Sap al = “iad he ache : 
errs i, PET eggs Fgh ie Beek eee: pea: Re ne bs Pe, ‘alee i NR oda fi gira Be an Le: else Ba eae eae e a: 
A a cae Sn MNS eM Te aa ce pet a 
irene anes oo 7 a Fey. he pe 4. ee ‘-7 Nee Bays aer pela IN a eS epee ene ee iy Si Poa RN 2 pee OE Te. ee tN ean catia ares ae 2 A a) | mre 
Pi, ees ae epee ey oe pie che sae On eg Oe Na are eae eer AL igh akg Or A nl tinal ag ude ee Tt gn Chat Sine e eee ee me Saree Ope dis: 
St, ee Beet eee ns sak oe "Oy RSA Ce Che Reese ac? = ge Et nya ak es cate yn bad iat Pig grr 5 oy Poet ewer a Toi eR ; 
: ae ———— - — = —— = - : 
J ry = 
’ XU 
| ‘ 
i 
ete 5 Ronee ey VO ag eS teas = ee ew ei tic a: tea as: ata Poeranee ee pele Tt, 2 Cg ae Ce irae er ce oS Stil ae ee Pee 4 bed einem s. i. ak ea ete ; 
ia Ee ghee Bee rare ms She aE amy oe a an ee earn,” oy! Sst eee ee enero gh we ATS Nee et Pad oN he tae ee ee et ky ene ear Pies SE LE Rae ey iy yy te Oi 
SS oly EG eG Ia) gS My Cig OC RD, Oe ee a eR ecard 7s eae . 
ee AD: Sees PIE ere ee et ee rk pe ae ERGO nc « GBR? 3 ay gm eR pa ol eA aan ene artes Al ARG ie Sa a i ees Dee Sa bane DS e ee) ob Pace Ree: Bite DASA Cre peed £ ih eel bia ee en ee ee ees ee a 
Baa eR es PC seat a = ee Ee Vere mRe Va e  etea ee neta eg SOS OR ere a re eee ee 
5 : ue hee ee aia een ; : i heey Feo ee Ce iG RED mee eye aie ah ee tae hc v {E2 ETSY pS a NO ere Meme AT heme he eds | PRR, ets Nad (Be cet al ent 
Srey eee a Be ees pee ae gi = ; “3 eet Ware: ee oe Red 4 Bee) a Sea meee iy BE hig rece erin St ie Meera : F ; aa oie ahem aL Sean Sete eee 
st <.. Pet ee bale» A eee weit Se EE” la eee ae Fane SE AIRS Eo AS ia mast ihe 6 oo aM adv ig Se Mees LS tN ler ok Re abe RSA ORS eee wr i oie ape For hg pee te ik a 2 ays te ee 
cnt Pagar ete PL ek eee os i ee Cec Sa, ie a Ae ia aaa 5s cS ek eR, ee”), nhs Ao 8 Sh eR er Soe ey Ait Renee na wt awe tme ence Sm fyentr gine eR miGe URN PE CEG i Re Cece S tt th,” Sa: pee ee a a dk Phi eee ER 0 ae 
Pee: es eas a aes one S ulsbecrc \ a goer eM Ss a Nt tat eta so iat teepene den SF aa pe vee Tn ens Lee 2" ae er Sc eee 
es POR SARE COON. = se | gas - apes ee eee ’ Dptie eg ; oS 2 ee ee get) VIR ne ee eer ea Pr im aga 8 eae gery oOo dN es [oe Sea poets meee pee? Sola eee ; ght. | ; Res 
Sic PO eRe i ea fae oR sn ee elias Eine aac iy SR ai Metis Oe ae ile: Be 2k ig TIE Lan PRT eae A eee coin epee aes Peet e's ot eh Vit DP eat a A i a Da a Reon ea Sy Rea Cave: Tea 
es os, Baik ans td hae ’ a ey ee Jae a Sree eM oy ro "ee, 2 = = <n Pte cman ie cane 4 ates a aie Sead OR bh SSS} somes ete Same pk ee ade Rat garde pene Water ET seen cee Cs: oe r,s ee ME sf eck sai ie ee eg. shape A 
i: aoe hy ee Se pr hat vee Se aN Sh eras ee eet ar amees, ky aia Be ee che es EY ee | Oe 2 “ ed et Te ee maser, | aj Uae mae" os Ro ety ke dee E aii aaa. Se ae ens ra mes "4 Pea Ne Oe te geen ape 2 eek 2 aCe nak We ernie tae She aan ee is a gan er ee 


10 


ADVERTISING AGE 


February 27, 1932 


SWISHER PLANS 
DEBUNKING COPY 
IN NEWSPAPERS 


Says Good Cigars Are Pretty 
Much Alike 


Columbus, O., Feb. 25.—‘“Because 
much of today’s advertising gives us 
a pain in the neck,” John H. Swisher 
& Son, of Jacksonville, Fla., manu- 
facturers of the King Edward five- 
cent cigar, “are embarking joyously 
on a debunking voyage in the public 
press.” 

A series of 226-line advertisements 
is being placed by the Mumm-Romer- 
Jaycox Company, of this city. Sun- 
day newspapers will be favored, as 
heretofore, the list being confined to 
territory “where King Edward dis- 
tribution is a Fact—not a Hope— 
and where we have consistently 
active support from the distributor 
and his dealers.” 

“Does hooey help?” demanded the 
advertiser in explaining the basis 
for the campaign. “Not for long! 

“The general public is easy-going 
and tolerant, but sooner or later it 
gets fed up on wild claims, foolish 
promises and exaggerations that in- 
sult the intelligence of a grade school 
pupil. We believe a little plain and 
fancy debunking may be of benefit 
to both the buyers and sellers of 
legitimate merchandise.” 


“Bunk” Versus “Truth” 


Each piece of copy in the cam- 
paign has two main headlines, one 
being “Bunk,” the other, “Truth.” 
In one typical advertisement, 
“Bunk” is given as follows: 

“The dainty and delightful pep- 
sinized yeast which is used to seal 
the tips of King Edward cigars is 


not only nourishing and palatable,’ 


but is also uniformly soothing to 
the Vermiform Appendix. Author- 
ity: Dr. Oscar Zilch, B. V. D., R. 
8.2 Gwe” 

And the “Truth”: 

“King Edward Cigars are sealed 
mechanically with gum tragacanth, 
the adhesive which is used in the 
sealing of practically all cigars. 
King Edwards are clean cigars with 
but one purpose in life-—to give you 
a high degree of smoking satisfac- 
tion at a very low cost.” 

Another piece of “Bunk”: 

“Because of certain ingredients 
which we use in manufacturing 
King Edward Cigars, the smoking 
of them rarely fails to relieve ‘Ex- 
halosis,’ a dreaded menace to one’s 
social standing. Complete cure is 
generally effected after smoking 7 
to 10 a day for several years. Some 
people go to sleep with a half-fin- 
ished King Edward Cigar in their 
mouths, knowing that in the morn- 
ing their breath will be as sweet 
and pure as a rose covered with 
dew!” 

The “Truth”: 

“You cannot cure any disease by 
smoking King Edward Cigars. We 
all smoke for pleasure and that’s 
what you get when you puff away 
at one of our panic-proof 5-cent 
cigars. King Edwards are extremely 
mild and leave no unpleasant smok- 
ing-after taste.” 


Agency for Mallinckrodt 


Louis-Waetjen Agency, New York, 
has been appointed by the Mallinc- 
krodt Chemical Works, St. Louis, to 
direct advertising in the medical, 
hospital and drug fields. 


Mayor Sells Interest 


William B. Mayor has resigned as 
general manager of Sporting Goods 
Journal, Chicago, selling his interest 
to Fred D. Porter, president; Ames 
Castle, editor, and W. G. Fisher. 


Offset for Short Runs 


Photo Litho Service, New York, 
has announced a new process of 
four-color lithography, claiming a 
saving in small runs. . 


THE SAD TRUTH 


eee bc 


WS: operate a large research depart- 
War and retain the world’s most 
noted scientists to examine every leaf of 
tobacco that enters into King Edward 


y and night doing nothing 
but searching, researching and re-re- 
searching! 


ee ee od a ci 


comes to you at five cents. Sc 


every precaution to see that each cigar 
is made from good, clean well-cured to- 
bacco. Our finished product is as clean 
as any cigar in the world. 


De Soto Agency 
Offers $100 for 
Good Pictures 


Detroit, Mich., Feb. 26.—J. Stirling 
Getchell, Inc., is enlisting the efforts 
of both newspaper and commercial 
photographers in the search for un- 
usual photographs of the De Soto 
Six for use in advertising that car. 

The agency is offering $100 for 
each photograph accepted for adver- 
tising and $25 for each accepted for 
publicity. 

An announcement signed by Roy 
C. Hayes, publicity director of J. 
Stirling Getchell, Inc., explained: 

“We are looking for dramatic and 
unusual photographs of the 1932 De 
Soto Six for use in De Soto adver- 
tising and publicity. 

“We are interested in photographs 
of the 1932 De Soto Six with out- 
standing personalities; unusual pic- 
tures; good general news pictures 
and shots that illustrate the advan- 
tages of De Soto’s Floating Power 


automatic clutch, free wheeling, 
safety steel body, X-girder-braced 
frame, etc.” 


Advertising Women 


Sponsor Civic Fete 


The League of Advertising Women, 
New York, is joint sponsor of the 
Public - Relations Get - Acquainted 
Dinner March 3, in which 45 clubs 
and civic associations will partici- 
pate. 

G. Lynn Sumner will be toastmas- 
ter, and David Lawrence, United 
States Daily, a speaker. Gilbert T. 
Hodges, president of the Advertising 
Federation of America, will be an 
honor guest. 


Morse Presides Over 


Marketing Conference 


John R. Morse, Apex Electric Co., 
Cleveland, presided at the Feb. 27 
meeting of the Northern Ohio Group 
of the American Marketing Society. 
He led discussion on use of sales- 
men in reducing marketing costs. 

Temporary officers of the group 
are Eldridge Haynes, McGraw-Hill 
Publishing Co., chairman, and O. J. 
Marsh, professor of industrial mar- 
keting, Cleveland College, secretary. 


Moore Makes Venture 


Vincent S. Moore, of Rochester, 
N. Y., has opened an agency at 8 
N. Water St. He was formerly as- 
sistant advertising manager of the 
Hickey-Freeman Co. and an execu- 
tive of the Case-Hoyt Corp. 


Has Good Year in 1931 


American Safety Razor Corp. 
earned $914,682.84 net in 1931, or 
$4.57 per share. Dividends were put 
on a $3 basis to conserve a strong 
financial position. 


HOOVER EXPLAINS 
SIGNIFICANCE OF 
JUBILEE MODELS 


Chicago, Feb. 25.——The Hoover 
Company will appeal to buyers of 
vacuum cleaners this year with a 
complete new line of silver jubilee 
models, advertised as special values 
to commemorate its 25th anniver- 
sary. 

Publication copy, point of pur- 
chase advertising, direct mail and 
dealer letterheads will be identified 
with an emblem picturing the house- 
wife of 1907 with her Hoover and 
the user of 1932 with her new ma- 
chine. The legend reads, “25 years 
of cleaning leadership. 1907—the 
best then. 1932—the best now.” 

The anniversary, improvements, 
lower prices and more generous 
terms will be leading copy themes. 
The model to receive the most space 
after the introductory advertise- 
ments has two speeds. Advantages 
claimed are elimination of noise 
and better cleaning of rugs of dif- 
ferent thicknesses. 

As mechanical supeevensente and 
physical differences in the new mod- 
els are not readily apparent to the 
average consumer, jumbo illustra- 
tions and a newly designed dust bag 
will impress the fact the machines 
are new. 


Pluralize Slogan 


The famous slogan will be para- 
phrased in this year’s copy, to fore- 
stall any attempt that mighi be made 
to appropriate its significance. In 
the first advertisements it has been 
Ppluralized, “Hoovers beat—as they 
sweep—as they clean—on a cushion 
of air.” 

“There is little merchandising 
value in the anniversary theme 
per se,” said D. K. Colvin, advertis- 
ing manager. “However, it is a con- 
venient device to introduce. the new 
models and better values. 

“One reason why we are giving the 
anniversary emblem prominence is 
that it dates the advent of the do- 
mestic vacuum cleaner. Most house- 
wives believe it is a new invention, 
and under-estimate the time they 
have used their machine. If they 
can be led to realize the true age 
of their cleaners, they are more 
likely to listen to an account of im- 
provements.” 

Magazines on the list for March, 
April, May and June are American, 
Cosmopolitan, Delineator, Good 
Housekeeping, The Literary Digest, 
National Geographic and Saturday 
Evening Post. All insertions are 
black and white pages, except for 
a spread in color in the Post. 


Basis for Newspapers 


Newspaper advertising will ap- 
pear in 60 cities, a percentage of 
local sales being set aside for a 
newspaper advertising fund. The ad- 
vertising is directed by the Chicago 
office of Erwin, Wasey & Co., Leo 
Burnett being account executive. 

The principal claim for the Hoover 
is that it cleans more thoroughly. 
Demonstrators prove this point by 
drawing an astonishing amount of 
dirt from a rug which prospects 
think is clean. 

The company has long sought a 
campaign bringing out the unbeliev- 
able storage capacity of a rug for 
dirt and the efficiency of the Hoover 
in removing it. 

The story has not been told be- 
cause no satisfactory pictorial ac- 
companiment has been suggested. 
Enlarged photographs, drawings and 
diagrams of the cress-section of a 
rug have all been rejected after 
tests because consumers are unable 
to judge the authenticity of such 
illustrations and suspect a trick. 


Voss Brothers Expand 
Washer Advertising 


Voss Bros. Mfg. Co., Davenport, 
Ia., has expanded the list to carry 
1932 washer advertising. 

Ladies’ Home Journal, Good House- 
keeping, Farmer’s Wife, and Better 
Homes & Gardens willbe used. 


ANNIVERSARY MEDALLION USED IN COPY 


Clinton R. Lyddon 
Heads Merged Agency 


Clinton R. lLyddon has_ been 
elected president of Lyddon, Han- 
ford & Frohman, Inc., New York 


agency recently formed by consoli- 
dation of Lyddon, Hanford & Kim- 
ball with the Louis H. Frohman Co. 

Louis H. Frohman is executive 
vice-president; Lester <A. Casler, 
vice-president; Saxe H. Hanford, 
treasurer, and Ralph M. Cole, sec- 
retary. 

Abbott Kimball is forming an 
agency with Julian L. Watkins, for- 
merly with the J. Walter Thompson 
Co. 


Cleveland Club 


Enlarging Roster 


Application for membership in the 
Cleveland Advertising Club have 
been received from Dale Wylie, sales 
promotion manager, Iron Fireman 
Mfg. Co.; Harry Hayden, national 
advertising manager, Cleveland 
News; E. Robert Wincher, advertis- 
ing production manager, Ohio Bell 
Telephone Co. 

L. A. Morris, president, Circular 
Distributing Co.; James B. Finger, 
classified manager, Cleveland News; 
Willis Hicks Childs, Rothen’s; Wal- 
ter C. Rickard, Canton Engraving 
& Electrotype Co., and P. W. Close, 
division manager, Standard Oil Co. 


Sermons on Radio 
Figure in Suit 

Rev. C. E. Coughlin, of Detroit, 
and the Radio League of the Little 
Flower, which sponsors the priest’s 
radio sermons, have filed suit against 
Knox & O'Leary, Baltimore publish- 
ers. 

They ask an alleged contract be 
set aside and damages be awarded 
for inconveniences suffered from the 
publication of the radio sermons. 


McCord Adds Knox Reeves 


Knox Reeves, formerly advertis- 
ing manager of the Minneapolis- 
Honeywell Heat Regulator Co., has 
joined the McCord Company, Minne- 
apolis agency. He will supervise 
trade and radio advertising for the 
General Mills account. 


Gas Retailers Merge 


The Vacuum Oil Co. has gained 
350 additional retail outlets in In- 
diana for Mobilgas and Mobiloil 
through acquisition of control of five 
companies retailing petroleum prod- 
ucts, merged to form the White Star 
Oil Corp. 


Du Cloe Takes Vacation 


Chester H. Du Cloe, for the past 
three years manager of the Alexan- 
dria, Egypt, offices of the J. Walter 
Thompson Co., is in the United 
States on a vacation, most of which 
will be spent in Milwaukee. 


Brown Joins Krank 


E. P. Brown, formerly advertising 
director of the American Hoist & 
Derrick Co., St. Paul, Minn., has be- 
come advertising manager of the 
A. J. Krank Co., cosmetics. 


Ayer Announces 
Second Exhibit 
of Newspapers 


Philadelphia, Pa., Feb. 26.—Eigh- 
teen hundred and seventy-four daily 
newspapers in the United States 
have been invited to participate in 
the Second Exhibition of Newspaper 
Typography, to be displayed in the 
Ayer Galleries, April 25 to continue 
until June. 

Each newspaper has been asked to 
submit a complete edition of March 
4, 1932, for judgment on typography, 
which means type selection and com- 
position, make-up and _ presswork. 
Editorial content will not be consid- 
ered. 

The jury is made up of Harry 
Chandler, president of the American 
Newspaper Publishers Association 
and publisher of the Los Angeles 
Times; J. L. Frazier, editor of In- 
land Printer, Chicago; and Carl W. 
Ackerman, dean, school of journal- 
ism, Columbia University, New York. 

The jury will meet in Philadelphia 
in April. The Francis Wayland 
Ayer Cup, named in honor of the 
founder of N. W. Ayer and Son, Inc., 
which is sponsoring the exhibition, 
will be awarded to the newspaper ad- 
judged to have the highest typo- 
graphical standards. Awards by cer- 
tificate will be’ made to five news- 
papers considered next in excellence, 
without distinction between them. 

The cup is to become the property 
of the daily voted best in three ex- 
hibitions, not necessarily in succes- 
sive years. Every newspaper entered 
will be displayed in the Ayer Galler- 
ies. 


Typographers Plan 
Chicago Exhibition 
The Society of Typographic Arts 
will open its sixth anual exhibition 
at the Newberry Library, Chicago, 
April 18, entries closing March 26. 
Awards will be made for maga- 
zine, newspaper and direct mail ad- 
vertising typography, as well as 
other forms of printed matter. 


Agnew’s Book Gets 


Warm Reception 
The book by Hugh Elmer Agnew, 
“Advertising Media—How to Weigh 
and Measure,” has been accorded a 
fine reception, the publishers, D. Van 
Nostrand Co., New York, report. 
Dr. Agnew is chairman of the de- 
partment of marketing at New York 
University. 


To Advertise Hi-Qual 


The Howell Co., New Orleans, has 
appointed Saussy and Sewell. News- 
papers will be used for Hi-Qual shav- 
ing cream, a new product. 


Appoint Buchen 
Container Corporation of America, 
Chicago, has placed its advertising 
with the Buchen Co., Chicago agency. 
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FLORENCE DART 
SEEKS HONORS 
IN BIG CONTEST 


Los Angeles, Cal., Feb. 25.—Flor- 
ence Dart, of the Simpers Company, 
Philadelphia agency, whose defini- 
tion of advertising won the contest 
condueted by the Women’s Advertis- 
ing Club of Chicago, has entered that 
sponsored by ADVERTISING AGE with 
the same objective, Don Thomas, ex- 
ecutive secretary of the All-Year Club 
of Southern California, announced. 
Mr. Thomas is chairman of the com- 
mittee of judges, made up of presi- 
dents of national advertising organi- 
zations. 

Miss Dart’s winning definition in 
the previous contest was: 

“Advertising is the art, science 
and business of creating favorable 
public acceptance of, demand or de- 
sire for any worthy product or serv- 
ice.” 

“Perhaps this is a bit too idealistic 
for a dictionary definition,” said Miss 
Dart, suggesting five others, includ- 
ing this: 

“Advertising—The public an- 
nouncement of any fact, product or 
service with the intent to induce ac- 
tion, use or purchase.” 

Other Definitions 

W. A. Pitschke, of the Midwest 
Advertising Agency, Rockford, IIl., 
offered: 

“Advertising is the act of inform- 
ing prospective users concerning the 
merits of a product or service.” 

W. N. Mackey, of Cincinnati, fa- 
vors brevity: 

“Advertising: The method of es- 
tablishing a market for a product or 
service.” 

Howard S. McKay, of Los Angeles: 

“Advertising is the science of in- 
terpreting and making known the 
inherent advantages of a product or 
service by printed, visual or audible 
word, to the end that favorable ac- 
ceptance be gained.” 

R. G. Howse, Western manager for 
The Literary Digest, gives this defi- 
nition: 

“Advertising is the gaining and 
maintaining of the acceptance and 
sale of a product, service or idea by 
the public.” 

All entries should be sent to Don 
Thomas, executive secretary of the 
All-Year Club of Southern California, 
1151 S. Broadway, Los Angeles, Cal. 
The contest runs to March 31. 


Penton’s “Foundry” 
Will Be a Monthly 


With its April pre-convention num- 
ber, The Foundry, Cleveland, will be 
published monthly, instead of semi- 
monthly. 

The Penton Publishing Company 
said the change would enable the 
paper better to serve the inter- 
ests of the foundry industry in the 
period of stabilization and recovery 
at hand. 


Beckwith Promotes 
Toomy; Adds Turck 


E. F. Toomy, for five years a sales 
executive in the New York office of 
the Beckwith Special Agency, has 
been appointed sales manager. 

L. W. Turck, formerly with 
Scripps-Howard, has joined the New 
York staff. 


Boland in New Field 


J. R. Boland, formerly Eastern rep- 
resentative of the Gillette Publish- 
ing Co., Chicago, has become a sales 
executive with Hillyard Chemical 
Co., St. Joseph, Mo. He will remain 
in New York. 


Death Calls Lanier 


Sidney Lanier, 36, was found dead 
in his office, overcome by gas fumes. 
He was vice-president of W. S. 
Quinby Co., Jacksonville, Fla., and 
president of the Jacksonville Adver- 
tising Club. 


Hold Research Meet 


The Department of Commerce will 
hold a public conference on research 
and scientific marketing in New 
York in May, the date to be an- 
nounced. 


Pink ‘‘Police 
Gazette” Quits 
After 87 Years 


New York, Feb. 26.—An involun- 
tary petition in bankruptcy has been 
filed against the Police Gazette, 
which has suspended publication. 

This situation caused the Chicago 
Tribune’s correspondent to write: 

“The granddaughter of the girl 
who averted her eyes as she walked 
past the barber shop lest she see a 
man’s Adam’s apple above his col- 
larless shirt band, now walks in, 
lights a cigaret, and waits her turn 
in the chair. That and other changes 
spelled the doom of the 87 year old 
paper. 

“In its heyday, the Police Gazette 
sold 400,000 copies weekly. Its read- 
ers were uncounted for each copy 
served many persons. 

“In the days when no gentleman 
said ‘leg’ the Police Gazette contrived 
to be verbally and pictorially specific 
by cloaking its discourses on crime 
and sex in the seven veils of pious 
moralizing. 

“The periodical could not well lie 
exposed beside mother’s Godey Book 
and daughter’s ‘Elsies’ on the parlor 
table, but worthy pater familias 


_ GIRL'S-EYE VIEW 


aoa 


That's the title given this scene by 
the Mennen Company in shaving 
cream copy. 


could give it a diligent conning on 
Saturday night while being slicked 
up for Sunday church.” 


Covers Trucking Field 


The Motor Transport ¢€ Trafic 
Journal, Cleveland, will begin publi- 
cation next month. Editorial con- 
tent will be addressed to operators 
of motor freight lines. 


Asks Federal Probe 
of Picture Industry 


Charging motion picture producers 
are trying to drive independent the- 
aters out of business, Senator Brook- 
hart has presented a resolution ask- 
ing for an inquiry. 

He also introduced a bill to pro- 
hibit block-booking of films. 


Arthur Price Goes 
to “Herald-Tribune” 


Arthur O. Price, sales promotion 
manager of the Namm Store, Brook- 
lyn, will become sales promotion 
manager of the New York Herald- 
Tribune early in March. 

E. A. Baum, vice-president, will su- 
pervise Namm Store advertising. 


Upholds Station Ban 


The Supreme Court has refused to 
review the decision refusing a li- 
cense to stations WMBB and WOK, 
Chicago. 


Has Drug Account 


Small, Kleppner & Seiffer, Inc., 
New York, has been appointed to 
direct the advertising of Carroll 
Dunham Smith, pharmaceuticals. 


Plan Foot Health Week 


April 18-23 will be celebrated as 
National Foot Health Week by the 
shoe industry. 


SCHAFFNER HAS 
HIS OWN AGENCY 


New Haven, Conn. Feb. 25.— 
Claude Schaffner has resigned as 
Manager and space buyer of the 
Wilson H. Lee Advertising Agency 
to form the Claude Schaffner Ad- 
vertising Agency in the Powell 
building. 

Mr. Schaffner joined the Lee 
agency shortly after its formation in 
1914, first as copy and plan man and 
later as manager. He formerly 
served the Cramer-Krasselt Com- 
pany, of Milwaukee, among others. 
He is immediate past-president of 
the New Haven Advertising Club. 

Wilson H. Lee said his agency will 
continue as usual. 


Take Collegiate Line 


The Allan L. Firestone Agency, St. 
Paul, Minn., has been appointed by 
Collegiate Perfumeries, Inc., cos- 
metics. 


Robertson Sells Type 


George M. Robertson has joined 
the sales staff of Continental Type- 
founders Assn., New York. 


... It insures against waste 
in your advertising 
_ It’s a long leap from a national ad- 
vertisement or radio broadcast to the 
dealer’s store. Many good prospects 
never make the jump. They don’t bother 
to “shop around” for your local dealer. 
Don’t risk the loss of these sales! 
Tell your prospects, through your ad- 
vertising, exactly how and where to 
find your dealers. That result can be 
easily and economically accomplished 
—through “Where to Buy It.” 
A simple, effective plan 
This is how it works: 
thorized local dealers are listed under 
your trade name in the classified tele- 
phone books ef those towns and cities 
in which you have distribution. (2) A 
reference phrase in all your advertising 
and radio broadcasting then directs 
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(1) Your au- 


your prospects to these local listings. 
Thus, in this simple way, you make 


In your national advertising mention Where 
to Buy It.” Better yet, use a picture like this 
one. Make it easy for prospects to buy. 


your 
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“WHERE TO BUY IT” 
leads your prospects to 


dealer 


it much easier for prospects to buy 
your product or service. Sales results 


from your advertising are made more 


certain. Dealership franchises become 
more significant. Substitution is made 
more difficult. Competitors are less 
likely to profit by your advertising. 
“Where to Buy It” fills a long-felt 
merchandising need. That’s why ad- 
vertisers such as Alliance Insurance, 
Raybestos, Goodrich, Remington-Rand, 
Mimeograph, Greyhound Lines and 
R.C.A.-Victor use “Where to Buy It.” 
It will pay you to investigate 
Investigate this plan. Ask your agency 
for full particulars, or write or tele- 
phone: Trade Mark Service Man- 
ager, American Telephone and Tele- 


gtaph Co., 195 Broadway, New York, 


N.Y., (EXchange 3-9800)— * 
or 208 W. Washington Street, 
Chicago, IIl., (OF Ficial 9300). 
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Yacht Brokers Take 
96 Pages of Space 


Henry J. Gielow, Inc., naval archi- 
tects and yacht brokers, will use 96 
pages of space in three trade jour- 
nals in March and three subsequent 
months. 

The account is handled by Emmett 
V. Maun. The copy will run in 
Yachting, Motor Boating and Rud- 
der. 


Farm Paper Names 
Parson & Dempers 


New Jersey Farm and Garden, Sea 
Isle City, a new monthly, has ap- 
pointed Parson & Dempers, Chicago, 
midwestern representatives. 

The paper recently acquired Gar- 
den State Farmer. William A. Haf- 
fert is publisher. 


Gibson Leaves “Life” 


Charles Dana Gibson has sold his 
interest in Life to the present man- 
agement, and will be succeeded as 
chairman of the board by Fred M. 
Francis. 


A Complete 
Production Service 


TYPOGRAPHY 
ELECTROTYPES 
MATRICES 
STEREOTYPES 
PRINTING 


Western 
Newspaper Union 


NEW YORK ;: 310 East 45th St. 
CHICAGO + 210 Se. Despiaine St. 


and 34 ether cities... 


PIERCE- ARROW 
MARK I$ HELD 
DESCRIPTIVE 


Washington, D. C., Feb. 26.—The 
Pierce-Arrow Motor Car Company’s 
application for registration of a 
front end view of an automobile, en- 
ciosed in a hexagonal border, was re- 
fused by the Court of Customs and 
Patent Appeals on the ground that 
the mark is merely descriptive of 
the goods to which it was to be 
applied. 

The decision confirmed those of 
two lower tribunals. 

Pierce-Arrow contended that the 
hexagonal figure represented “its 
own unique automobile” and that 
its use with the illustration of the 
front end of a car makes the mark 
a composite one. 

“Pierce-Arrow motor cars,” said 
its brief, “are identified the world 
over by the peculiar and unique 
mounting of the headlights on the 
front fenders, with the shell of the 
lamp body flowing back and merg- 
ing in the crown of the fender with 
a graceful streamline effect. 

“This constitutes a valuable com- 
mon law right of which the Patent 
Office has no right to deprive us.” 


Other Decisions 


The court’s decision said the 
company failed to specify the nature 
of the common law right claimed. 

Other trade-mark decisions: 

“Janus” was held deceptively sim- 
ilar to “Lady Janis,” both used on 
toilet articles. 

“Kisabel” held deceptively similar 
to “Mme. Ise’Bell’s,” both used on 
cosmetics. : 

“Quaker Maid” held deceptively 
similar to “Quaker” on foods. 

“Styl-Lane” held registrable as 
trade-mark for clothing, over oppo- 
sition of “Fashion Park.” 

“Hare Brand” held deceptively 


A New Way 


to select type combinations 


Goodbye to costly revisions . . . to ten-pound type books 
. +. to guesswork in selecting modern, forcible type 
combinations ... to heartaches because that advertise- 
ment, folder, booklet didn’t turn out typographically the 


way you thought it would. 


ADVERTISING TYPE COMBINATIONS by Arthur C. 
Arnold and Robert H. Powers brings you the first reliable, 
practical and approved way of selecting type combina- 
tions. It shows and describes 57 readily available type 
faces and 285 type combinations. A die-cut card fur- 
nished with the book permits you to inspect each com- 


bination individually. 


Not just another book for the shelf, but a handbook for 
the shop, office and studio of the man whose business it 
is to create striking, readable and modern type effects. 


Send a $3.00 Cheek for a Copy Today! 


ADVERTISING AG 


537 S. Dearborn St., Chicago, Ml. 


NEW CONNECTION 


Forbes 
joined Cramer-Krasselt Co., Mil- 
waukee, after 10 years as vice- 
president of the Dyer-Enzinger Co. 


M. Morrison, who has 


similar to “Bunny” as_ trade-mark 
for foods. . 

“Black and Tan” held deceptively 
similar to “Black and Whité,”’ both 
being used on cosmetics. 

“Munkens,” Swedish word, held 
deceptively similar to “Monk” as 
trade-mark for canned foods. 


Oberndorfer Leaves 


Sivyer Steel Casting 


Arthur H. Oberndorfer has re- 
signed as advertising manager of the 
Sivyer Steel Casting Co., Milwaukee, 
effective March 1. 

Mr. Oberndorfer is widely known 
in the industrial field, where he has 
spent 14 years. 


Produces Film for 
Beauty Shop Owners 


Eugene Ltd., manufacturers of per- 
manent waving machines and sup- 
plies, has produced a motion picture 
for the trade, suggesting methods of 
building business. 

Caravel Films, 
handled the movie. 


Pictorial Paper 
Issued to Farmers 
American Steel & Wire Co., Chi- 
cago, has issued a piece of promotion 
matter to farmers in the form of a 
tabloid newspaper, devoting the en- 
tire front page to pictures. 


Wilmer H. Cordes is advertising 
manager. 


McQuinn to Suburb 


McQuinn & Co., Chicago agency, 
has vacated its quarters in the 
Wrigley Building and moved to 1073 
Gage St., Winnetka, a Chicago 
suburb. The new telephone number 
is Winnetka 588. 


Heads “A. B. A. Journal” 


F. N. Shepherd has become editor 
and publisher of the American 
Bankers Association Journal. W. R. 
Kuhns is associate editor; L. E. Las- 
celle, business manager, and Alden 
B. Baxter, advertising manager. 


Inec., New York, 


New Refrigerator 
Uses 20-Page Smash 


Tricold Refrigerator Corp., Buffalo, 
N. Y., took 20 pages in the Feb. 24 
issue of Electric Refrigeration News, 
Detroit, to tell its story to the trade. 

Consumer advertising is planned 
for the near future. 


New Marketing Book 


Fred E. Clark and L. D. H. Weld 
collaborated on “Marketing Agricul- 
tural Products in the United States,” 
a new volume. The Macmillan Com- 
pany is the publisher. 


Incorporate Sky Ads 


Sky Ads has been incorporated in 
Hartford, Conn., with James L. 
Kearney, president; F. Lyle Tierney, 
vice-president; R. Arthur Hagarty, 
treasurer, and Francis P. Pallotti. 
secretary. 


More Expensive 
Lines Stocked 
By Woolworth 


New York, Feb. 25.—A new out- 
let for many manufacturers is indi- 
cated by the decision of the F. W. 
Woolworth Company to handle goods 
retailing at 20 cents. Ten cents has 
been the maximum heretofore. 

The official announcement 
marked: 

“The new 20-cent price enables us 
to offer a much wider line of quality 
merchandise.” 

The new policy will be tested in 
100 of the 1,905 Woolworth stores 
before it is adopted finally. 

The Woolworth Company’s sales in 
1931 amounted to $282,000,000, a loss 
of 2.2 per cent from 1930. 

The new lines will be particularly 
evident in chinaware, glassware, 
hardware and accessories, it is said. 
It will be possible, for instance, to 
buy a complete 100-piece dinner set 
at the new price levels. 


re- 


Columbia Announces 
New Broadcast Rates 


Effective March 15, day rates over 
the Columbia Broadcasting System 
will be on the basis of local instead 
of current New York time. 

If a program is broadcast between 
6 and 9 P. M., New York time, day 
rates will apply on all stations from 
which the program is_ broadcast 
prior to 6 P. M. local time. 


Gelatine Account to 
Dorrance & Kenyon 


Eastman Gelatine Corp., Peabody, 
Mass., owned and operated by the 
Eastman Kodak Co., Rochester, 
N. Y., has placed its advertising with 
Dorrance, Kenyon & Co., Boston. 

The Eastman line of edible gel- 
atine sold through grocers under 
the “Crystal” brand will be adver- 
tised in New England dailies and 
weeklies. 


Mortimer Lewell 
~ Adds Two Accounts 


Bon Kura Products Co., Battle 
Creek, Mich., has appointed Morti- 
mer Lowell Co., New York, to handle 
its advertising, effective March 1. 
Newspapers will be used for Bon 
Kura and Bon Sontay cream. 

The same agency will use maga- 
zines and newspapers for Acula, a 
feminine hygiene product of Phoenix 
Preparations, Inc., Scranton, Pa. 


Senator Drops Paper 


Louisiana Progress, New Orleans, 
founded two years ago by Senator 
Huey P. Long to support his sena- 
torial campaign, has suspended, John 
D. Klorer, editor, becoming secretary 
to Senator Long. 


“Charm” Suspends 


L. Bamberger & Co., Newark, 
N. J., department store, have sus- 
pended “Charm,” their magazine, 
finding readers unwilling to pay 50 
cents a year postage. The paper 
cost $175,000 last year. 


Choose Bates Agency 


Jenkins Corp., New York, has ap- 
pointed Charles Austin Bates. Sport- 
ing and mail order publications will 
be used. 


Reindel Is Advanced 


I. H. Reindel, formerly service 
manager of the Norge Corp., Muske- 
gon, Mich., has become assistant to 
the president, being succeeded by R. 
G. Nelson. 


Jacobs Dies in Crash 


Harry G. Jacobs, advertising man 
and one time publisher of Motor- 
cycle Illustrated, New York, was in- 
stantly killed in an automobile acci- 
dent near Houston, Tex., last week. 


Tire Earnings High 
Kelly-Springfield Tire Company 
earned gross profits of $1,002,334 in 
1931, enabling it to eliminate all 
bank loans. 


interested. 


To Form Nation-Wide Network of Agencies 
New York, Feb. 26.—A nation-wide co-operative network of advertising 
agencies is being sponsored by Charles Austin Bates, Inc. 
who assisted in the formation of the First Inter-Agency Group, is also 


Lynn W. Ellis, 


FAMOUS LADY 


The 

one of his contemporaries, Anna, Prin- 

cess of Ditrichstein, whose portrait is 

used as a trade-mark by Walter Baker 
& Company. 


Washington bi-centennial recalls 


Hoyt to Direct New 


Tobacco Campaign 


Penn Tobacco Co., Wilkes-Barre, 
Pa., is placing the advertising of its 
Pocono Tobacco Division through the 
Charles W. Hoyt Co., New York. 

This is a new tobacco sold in con- 
junction with a_ cigarette-rolling 
machine. 


Peterson, Former 


“Post” Editor, Dead 


Arthur Peterson, 81, former editor 
of the Saturday Evening Post, died 
in Philadelphia last week. 

He served that paper from 1868 to 
1874 while his father, Henry Peter- 
son, was publisher. 


W. Y. Morgan Dead 


William Yost Morgan, former 
Kansas Lieutenant Governor and 
publisher of the Hutchinson News 
and Herald, died last week of bron- 
chial pneumonia. 


Jellick’s New Work 


J. E. Jellick, former advertising 
manager of the Calaveras Cement 
Co., has become manager of the Port- 
po Cement Association, San Fran- 
cisco. 


Agency for Hospital 
Bermingham, Castle & Pierce, New 
York, have been retained to do 
special promotion work for the Mid- 
town Hospital, New York. 


Newcomb Moves 


James F. Newcomb & Co., New 
York agency, moved Feb. 27 to new 
quarters in the Westinghouse-Varick 
Building, 150 Varick St. 


W. S. Hayden Retires 


Walter S. Hayden, sales manager 
of factories E-J, International Silver 
Co., Meriden, Conn., has retired after 
40 years service. 


@AN AGENCY 


particularly a small newly formed agency 
should be interested in the unusual experience and, 
ability of young executive of 27. Ten years with 
Four-A's and small agencies as Production Manager 
—layouts, art, space, plates, agency systems. Later 
two years as Asst. Account Executive—merchandis- 
ing work, plans, copy and contact on small accounts. 
Now free-lancing. Seeks opportunity to do creative 
work and develop into solicitor for small agency. 
Valuable assistant to busy executive. 
Moderate salary. Box 411, Advertising . 7 
Age, Graybar Building, New York. 
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February 27, 1932 


ADVERTISING AGE 


13 


Classified 
Advertising 


The rate for this department is 
40 cents a line; minimum, §$2. 


POSITIONS WANTED 


Salesman—Marketing Man 


High type, producer, wants to rep- 
resent quality product or service of 
established merit. Traveled country 
last four years selling bankers and 
executives display advertising, also 
statistical service. Thorough busi- 
ness training with initiative and 
adaptability; hard worker. Has con- 
fidence-winning personality, can get 
hearing for presentation. Age thirty. 
Nominal salary plus commission to 
be earned. Address Box 123, Apver- 


TISING AGE, Graybar Bldg., New 
York, N. Y. 
SITUATION WANTED — By all- 


around advertising man; competent 
ad-writer who has developed ac- 
counts and sold increased space on 
strength of campaigns prepared for 
prospects; live wire salesman who 
is more interested in the opportunity 
to show what he can do than in im- 
mediate salary. Located in Chicago. 
Address Box 126, ADVERTISING AGE. 


COPY-FITTING 


THE “30” TYPOGRAPH is the sim- 
plest copy-fitting chart ever devised. 
Tells you instantly how much copy 
to write, or what size to set to fill a 
given space. Covers 49 faces, from 
6 to 36 point. Fits in the corner of 
your desk blotter. Send $1.00 (at 
our risk) for a copy. A. L. WAR- 
INGTON, 1959 E. Jefferson, Detroit, 
Mich. 


RADIO REVIEW 
IS NEW FEATURE 
OF ‘REDBOOK’ 


New York, Feb. 26.—With its 
April issue, Redbook, published by 
the McCall Company, will offer its 
readers a Radio Review, including 
a “Radio Time-Table,” which lists 
the time and frequency of all chain 
broadcasts, with names of sponsors, 
program feature and station of 
origin. 

The stations comprising the chief 
networks are also given, so that the 
local outlet for any given program 
can readily be identified. Gossip 
and pictures of radio stars complete 
the new section. 


The _ publisher’s 
said: 

“Why have magazine and news- 
paper publishers thought of radio 
as an enemy—a sort of dragon to 
be slain? Largely, we suppose, be- 
cause in ten short years radio has 
attracted so many listeners to its 
national programs, and because so 
many advertisers have found radio 
a profitable medium to employ in 
selling. 


announcement 


Behind the Mike 


“But is there anything to be 
gained by this atitude? We don’t 
think so. Our answer is Redbook’s 
Radio Review—which, beginning in 
April, every month will supply a 
large national audience of magazine 
readers with something that they 
have hitherto lacked: the latest 
printed news, the most interesting 
camera angles having to do with 
radio—its artists, sponsors, pro- 
grams, scientists and executives. Its 
purpose is to tell what goes on be- 
hind the microphone. 

“Radio talent costing $20,000,000 
a year is eagerly listened to by 60,- 
000,000 people. A billion letters a 
year are written to stations, artists 
and sponsors. But this vast new 
public has not yet been noticed by 


national magazines. Redbook will 
fill this void. Every month it will 
bring to its readers the freshest 
news, the best pictures, dealing with 
radio. And it will give its readers 
also a Reference Time-Table of im- 
portant national programs, so that 
they can quickly select the times, 
days of week, artists, chains, spon- 
sors and programs which appeal to 
them. 


“We're doing this selfishly. We 
think it will add one more point of 
interest for Redbook’s present read- 
ers, and attract new ones at the 
newsstands. The National Broad- 
casting Company and the Columbia 
Broadcasting System and the radio 
directors of the largest agencies 
agree with us; all have given us 
invaluable cooperation in the presen- 
tation of this new section.” 


Pick Farm Papers 
for Work Clothing 


Janesville (Wis.) Clothing Com- 
pany has appointed Arthur Towell, 
Inc., Madison, Wis., to advertise its 
work clothing, overalls and _ chil- 
dren’s play suits. 

Sectional farm papers and direct 
mail will be used. 


Drug Paper Renamed 


Drug Markets, New York, became 
The Drug and Cosmetic Industry 
with the February issue. New fea- 
tures include a bi-monthly packaging 
section. 


Howard Gruehl Dead 


Howard Gruehl, who formerly op- 
erated the Gruehl Advertising Com- 
pany in Cleveland, died at Glendale, 
Cal., last week. 


Coming 
Conventions 


April 11-15. Manufacturers Mer- 
chandise Advertising Association in 
Chicago. 

April 14-15. Fifteenth annual meet- 
ing American Association of Adver- 
tising Agencies in Washington, D. C. 

April 27-29. Annual meeting Amer- 
ican Newspaper Publishers’ Associa- 
tion in New York. 

May 4-6. Annual convention Na- 
tional Foreign Trade Association in 
Hawaii. 

May 4-9. Advertising Achievement 
Week on Pacific Coast. 


May 8-11. Southern Display Men’s 
Assn. at Louisville, Ky. 

May 13-14. Annual meeting of Ad- 
vertising Affiliation in Cleveland. 

May i6-18. Annual meeting Na- 
tional Industrial Advertisers’ Associa- 
tion in Cleveland. 

May 19-21. Semi-annual meeting 
of Association of National Advertis- 
ers at Cincinnati, O. 

June 6-9. International Associa- 
tion of Display Men in Chicago. 


“Apparel Manufacturer” 


Starts in New York 


Atlas Publishing Co., New York, 
has begun publication of Apparel 
Manufacturer as a monthly for the 
shirt, pajama, overall and allied in- 
dustries. 

Headquarters are at 105 Lafayette 
St. 
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Selling to Hospitals? 


Food and kitchen equipment advertisers such 
as these find the Foods and Food Service De- 
partment of HOSPITAL MANAGEMENT ideal 
for developing the rich Hospital Market. They 
know that this department is the largest and 


most comprehensive in the hospital field, and 


that it is read by those who actually purchase 
80 percent of the foodstuffs and kitchen equip- 
ment bought by hospitals. They know too that 


this is the only place in which their advertising 


always appears opposite pertinent editorial 


material, regardless of the size of space used. 
HOSPITAL MANAGEMENT, 537 S. Dearborn 
Street, Chicago—Graybar Building, New York. 


JOHN SEXTON & COMPANY 


ESTABLISHED 1883 


MANUFACTURING WHOLESALE GROCERS 
America’s Largest Distributors of No. 10 Canned Foods 


CHICAGO 


STON 


STANDARDIZED --- FOR 


Baking Powders - = 


= + Sprces and Herbs = - Pudding Powders - = Marshmatiow 7 
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Calumet Tea & Coffee Co 
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FOOD 
PECIALTIES 


INSTITUTIONS 
and Coffee Cereats - - ~~ Caceas and Crocoiate 
409 -411 W. HURON ST. 


CHICAGO --!uL. 
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Coast Broadside 
to Run March 26 


Los Angeles, Cal., Feb. 26.— 
Four Pacific Coast community 
organizations will tie four con- 
secutive pages together in the 
March 26 issue of the Satur- 
day Evening Post with uniform 
treatment. 

Those participating are the 
All-Year Club of Southern Cal- 
ifornia, Los Angeles; Califor- 
nians Inc., San Francisco; On- 
to-Oregon, Inc., Portland, and 
Puget Sounders and British 
Columbians Associated, Seat- 
tle. 


Chicago Agency Adds 
Three New Directors 


Henri, Hurst & McDonald, Chicago 
agency, has added St. Clair Carver, 
copy chief, and J. L. Lambin and 
A. M. Semones, vice-presidents, to 
the board of directors. 

Officers, including W. B. Henri, 
president, W. D. McDonald, secre- 
tary, and J. F. Hurst, treasurer, were 
re-elected. 


Publish “Roadside 
Management” in April 
Frank Gruber will begin publica- 
tion of Roadside Management from 
Webster Groves, Mo., April 1. It will 
be a monthly. 
Mr. Gruber formerly edited Way- 
side Salesman for the Waverly Pub- 
lishing Company. 


Start Bridgeport Agency 
Lawton Cobb, William J. Walsh, 
Raymond Hahn and Albert Ellis are 
partners ‘in a new agency, Bridge- 
port (Conn.) Service Bureau. 


LITHOGRAPHERS 


Specializing 
im Windowand 


store display 
adverfising 
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Wrigley Building 


Tell How Newspaper 
Representatives Can 


Help Media Managers 


Chicago, Feb. 25.—The editorial in 
ADVERTISING AGE of Feb. 20, “What's 
wrong with newspaper selling?” 
drew comments from two well-known 
Chicago agency media managers this 
week. 


Frank A. Cuddihy, director of 
markets and media for Lord & 
Thomas and Logan, stressed the fact 
that the high-grade newspaper rep- 
resentative is indispensable, while 
N. H. Pumpian, media director of 
Henri, Hurst & McDonald, said it is 
true, by and large, that newspaper 
representatives have not repaid the 
agency space buyer for the time 
given them as have magazine men. 

Said Mr. Cuddihy: 

“It is my experience that there is 
little wrong with the selling methods 
of newspaper representatives. They 
are very helpful to us and it would 
be difficult to operate efficiently with- 
out them. 

“However, we must recognize that 
there is a degree of increased effi- 
ciency provided in the act of space 
purchase, by virtue of the many re- 
sponsible authoritative and unpreju- 
diced sources from which data is 
now obtainable and on which it is 
possible to base an evaluation of the 
selling power of media. The task 
of buying space has developed into 
the responsibility of investing the 
client’s money in a market that will 
prove profitable. 


Technique Changed 


“These factual data sources are 
changing the technique of media de- 
partments. They have caused a 
change in the policies and practices 
of media departments and placed the 
problem in the hands of men who 
are sales engineers—or marketing 
executives. It is getting to be like 
the automobile industry. Automo- 
bile manufacturers know how many 
cars each of their competitors pro- 
duce—how many they sell—where 
they sell them—and to whom they 
sell. Highly efficient marketing is 
thereby brought within the reach of 
the industry. 

“In media departments circula- 
tions are submitted by the A. B. C., 
lineage from Media Records, market 
data from the American Assn. of 
Advertising Agencies—buying power 
factors are supplied by Babson’s, 
Standard Statistics and the recent 
Census of Retail Distribution. All 
these give media departments such 
vital information from such respon- 
sible sources that a large part of 
the power of selling is being taken 
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out of the hands of representatives. 

“However, this does not mean that 
the representative is becoming un- 
necessary. Those _ representatives 
who acquaint themselves with these 
factors of their various markets and 
who sell their publications on the 
basis of the market factuals first 
and then indicate by that data how 
their publications fit into the adver- 
tising problem are serving accept- 
ably. 

“Representatives who keep us 
acquainted with the changes which 
are occurring in every market are 
valuable to us. We could not do 
without them. They are performing 
the important function of inter- 
mediary between the distant pub- 
lisher and the agency and cooperat- 
ing with the publisher and the 
agency in those necessary ways 
which maintain the present efficacy 
of advertising. It is my jutigment 
that the representative is a vital and 
indispensable contact.” 

Mr. Pumpian discussed the type 
of representation offered both by 
newspapers and magazines. 


Fundamental Differences 


“I believe that the fundamental 
difference in the two fields might ex- 
plain the situation,” he said. “The 
newspaper representative is_ seri- 
ously handicapped by the fact that 
he is selling exactly the same market 
that his competitors in the same city 
are offering. 

“Although newspaper representa- 
tives generally devote practically all 
of their time to competitive selling 
as against market information and 
sales possibilities, there is in most 
instances very little that a news- 
paper man can tell an agency man 
about a city market that would be 
sensational or outstandingly informa- 
tive to justify particular attention 
toward that market. 

“Lists of cities selected for a news- 
paper campaign are generally predi- 
cated on the advertiser’s sales or 
dealer situation in every individual 
market. This is particularly true of 
high-unit merchandise where the 
newspaper advertising cost is placed 
against a definite sales volume or 
distributor or dealer situation. 

“On low-unit merchandise the prob- 
lem is somewhat different, markets 
being selected either on the basis 
of population or specific sales and 
advertising needs. 

“Under such a working situation, 
the newspaper representative does 
not, except in a small proportion of 
instances, have an opportunity to 
have his newspaper markets added 
to a list because of information he 
may have presented. The cards are 
stacked against him before he starts 
—facts that statistical data do not 
minimize. 


Representative’s Job 


“Consequently, the newspaper rep- 
resentative is confronted with the 
problem of competitive selling in 
those markets selected by the agency 
and client. Since a newspaper man 
can do little to change the list of 
cities his next best opportunity is to 


sell his own newspaper property | 


competitively. 

“This situation accounts for the 
commonly termed ‘dog fight’ tactics 
prevalent in the newspaper represen- 
tation field and for the great amount 
of attention and surface interest 
shown in linage figures and detailed 
comparisons of A.B.C. reports. 

“On this basis it is apparent that 
newspaper publishers do not re- 
quire the same type of selling skill 
that magazine publishers have found 
necessary. Generally a good news- 
paper representative, so far as his 
publisher is concerned, is one who 
knows when lists are going to be 
made up and who can go into a com- 
petitive solicitation and come out 
with the order. Apparently news- 
paper publishers have been satisfied 


with the volume of business they 
have been able to secure in this 
manner. 

“There are some exceptions to this 
general type of selling where a pub- 
lisher has a sufficient background to 
a list of newspapers that a basic gen- 
eral selling story can be developed. 
I have in mind Scripps-Howard who 
have done an excellent job in pro- 
moting concentrated city circulation. 
The Hearst newspapers through the 
Rodney Boone organization have 
done a good job. 

“The American Weekly is the best 
example of how magazine sales 
methods can successfully sell news- 
paper space. 

Different Propositions 


“A newspaper man I have known 
for years has just associated him- 
self with a magazine property. In 
conversation he mentioned that there 
was as much difference between 
newspaper and magazine selling as 
between day and night. 

“He said that after a few weeks 
on his new job he fully appreciated 
the fact that you can not make a 
solicitation and expect to walk out 
with an order—that in magazine sell- 
ing you sell a year in advance—that 
your proposition must be built up for 
the long haul. 

“Newspaper selling, he said, was 
far more immediate. A list was up. 
You went in to get an order for 
either a schedule or an insertion and 
at the same time hammered away on 
competitive situations. 

“I believe newspaper representa- 
tives have a great opportunity along 
the lines of studying their own mar- 
kets sufficiently to build a highly in- 
teresting sales appeal. Frankly, too 
few representatives have visited and 
studied too few of the newspaper 
markets they represent. If news- 
paper men were to spend as much 
time in their markets studying read- 
ers and sales situations as they do 
in comparing lineage figures a more 
effective appreciation of their serv- 
ices would be noted. 

“Maybe in many city markets 
there are situations and conditions 
which, if properly brought to the at- 
tention of the agency and the adver- 
tiser, would result in a better appre- 
ciation of newspaper service.” 
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The counselor is the Great Atlantic & 

Pacific Tea Co., and the copy was in- 

cluded in a page in The Parents’ Maga- 

zine, headed, "Does your mother ask too 
many questions?" 


Kaylor Seriously Ill 


A prolonged attack of heart dis- 
ease has so weakened R. J. Kaylor, 
advertising manager of the Youngs- 
town Sheet & Tube Co., Youngstown, 
O., that he is denied visitors. 


G-E Promotes Mahony 


M. F. Mahony, manager of the 
sales operations division of the 
General Electric refrigeration de- 
partment, Cleveland, has been ap- 
pointed manager of the merchandis- 
ing division. 


Nounnan with Agency 


Charles T. Nounnan, formerly Los 
Angeles manager for Foster & 
Kleiser, has joined Smith & Drum, 
Los Angeles agency. 
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ADVERTISING AGE, 
537 S. Dearborn St., 
Chicago. 


We'll take your word for it, 
Mr. Henriquez 


“Advertising Age is made to order for 
busy advertising men,” said P. L. Hen- 
riquez, Chicago manager for the St. Louis 
Post-Dispatch, the other day. 


Advertising Age has great respect for the 
Henriquez judgment. 
vertising a long while, and definitely knows 


We wouldn’t believe everybody, but if 
Mr. Henriquez said it, it must be true. 


USE THE COUPON 


EC - Cilia 


You may enter my subscription for one year. 
| $1 (check, currency, or money order). 
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Advertising Age Subscribers Represent 
The Backbone of the National Advertising Field 


Here are just a few of the more than 1000 paid subscribers of 
Advertising Age in New York City alone: 


American Tobacco Company 
American Insulator Corporation 
American Gas Association 


American Telephone & Telegraph Co. 


American Locomotive Company 
A W Advertising, Inc. 

Atherton & Currier, Inc. 

N. W. Ayer & Son 

Amsterdam Agency, Inc. 
Artcraft Silk Hosiery Mills 
American Agricultural Chemical Co. 
Acetol Products, Inc. 
Alexander Hamilton Institute 
American Radiator Co. 

Artwil Co. 

American Meter Co. 

American Founders Corporation 
Bristol-Myers Co. 

Bakelite Corporation 

Browning, King & Co. 

Borden Farm Products Co. 
Blaine Thompson Co. 

John D. Boyle, Inc. 

Briggs & Varley, Inc. 

Blaker Advertising Agency 


Batten, Barton, Durstine & Osborn, Inc. 


Beech-Nut Packing Corporation 
Baltimore & Ohio Railroad Co. 
Bank of America 

Blackman Company 

Benton & Bowles 

Borden Company 

Charles Austin Bates, Inc. 

J. C. Bull, Inc. 

Columbia Phonograph Co. 
Calkins & Holden, Inc. 

Chatham Advertising Service 
Cecil, Warwick & Cecil, Inc. 
Commanday-Roth, Inc. 

H. J. Cowan Company 
Commercial Investment Trust, Inc. 
Continental Can Company 
Curtiss-Wright Corporation 
Clark Lighter Company 

Nelson Chesman & Company 
Churchill-Hall, Inc. 

Cleanliness Institute 

Cartier, Inc. 

Church & Dwight Company 
Consolidated Shipbuilding Corp. 
Consolidated Gas Company 
Continental Insurance Company 
Cowan & Dengler Co. 

Cutajar & Provost, Inc. 

Corn Products Refining Company 
Durene Association of America 
Domestic Stoker Company 
DeLaval Separator Co. 

Denver Chemical Mfg. Co. 
Dauchy Co. 

Doehler Furniture Co. 

Dorrance, Sullivan & Co. 

James A. Denne Advertising Agency 
Egyptian Lacquer Mfg. Co. 
Erwin, Wasey & Co. 

Ethyl Gasoline Corporation 
Electrical Research Products, Inc. 


Advertising Age 
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537 S. Dearborn St. 
Chicago 


ew York, for Instance .. . 


Ewing, Jones & Higgins, Inc. 
H. D. Frazee & Co., Inc. 
Ferry-Hanly Advertising Co. 
Federal Advertising Agency 
Albert Frank & Co. 
Fuller & Smith & Ross, Inc. 
General Foods Corporation 
General Cable Corporation 
Great Atlantic & Pacific Tea Co. 
Garfield Advertising, Inc. 
Albro C. Gaylor Co. 

, George H. Gibson Co. 
W. T. Grant Co. 
Gotham Advertising Co. 
Gardner Advertising Agency 
Geyer Company 
Dorothy Gray, Inc. 
Harry R. Gellwicks Co. 
Henry Heide, Inc. 
Hoffman Specialty Co. 
Hanff-Metzger, Inc. 
Helena Rubinstein, Inc. 
Hotel Pennsylvania 
Hazard Advertising Corporation 
Howland, Oliphant & Mcintyre 
Hawley Advertising Company 
Hicks Advertising Agency 
Hotel New Yorker 
Husband & Thomas Co. 
Hommann, Tarcher & Sheldon 
Humbert & Jones 
India Tea Bureau 
Irving Trust Co. 
Lyman Irish & Co. 
Intefnational Business Machines Corporation 
International Telephone & Telegraph Corporation 
Ralph H. Jones Company 
Johns Manville Corporation 
Kelly-Springfield Tire Co. 
Kenyon & Eckhardt, Inc. 
Kotex Company 
Karch Advertising Agency 
King & Prudden, Inc. 
Koh-l-Noor Pencil Co. 
Kotal Company, Inc. 
Lane Bryant, Inc. 
Lehn & Fink, Inc. 
H. E. Lesan Co. 
Lily Tulip Corporation 
Lyddon, Hanford & Kimball, Inc. 
Loewy Advertising Agency 
Laporte & Austin, Inc. 
Livermore & Knight Co. 
Literary Guild of America 
Lewis Waetjens Agency . 
Lennen & Mitchell, Inc. 
Lord & Thomas and Logan 
McCann-Erickson, Inc. 
Maxon, Inc. 
Marschalk & Pratt, Inc. 
Moser, Cotins & Brown, Inc. 
MacManus, Inc. 
Rudolph Mosse, Inc. 
Newell-Emmett Co. 
National Surety Co. 
New York Edison Co. 
New York & New Jersey Lubricant Co. 


"National Lead Co. 


Cc, 


National Carbon Co. 

Mark O'Dea & Co. 

Parker-Kalon Corporation 

Pauli Corporation 

Pathescope Company of America 
Pacific Coast Borax Co. 

Packer Mfg. Company 

Permutit Company 

Peck Advertising Agency 

Penick & Ford Sales Co. 

J. C. Penney Co., Inc. 

Postal Telegraph Company 

Frank Presbrey Co. 

William H. Rankin Co. 

Rand McNally & Co. 

Reimers & Whitehill, Inc. 
Rose-Martin, Inc. 

Royal Typewriter Co. 

Revere Copper & Brass, Inc. 
Ruthrauff & Ryan, Inc. 

Rickard & Co., Inc. 

Stewart Hartshorn Co. 

Sweet-Orr Co. 

E. R. Squibb & Sons 

Schwab & Beatty, Inc. 

George C. Sherman Co., Inc. 
Sapoline Co., Inc. “ a 
A. G. Spalding & Bro. 

Stanco, Inc. 

L. Sonneborn Sons, Inc. 

Singer Sewing Machine Co. 
Society for Electrical Development 
Superheater Co, 

G. Lynn Sumner, Inc. 

L. C. Smith & Corona Typewriters, Inc. 
W. & J. Sloane 

Sterling Silversmiths 

Sherman Corporation 

Servel, Inc. 

John T. Stanley Company, Inc. 

A. M. Stockman Advertising Agency 
Smith Sturgis & Moore, Inc. 
Shirtcraft Co., Inc. 

Texas Co. 

Rupert Thomas Advertising 

J. Walter Thompson Co. 

Three in One Oil Co. 

Tiffany & Co. 

Travelers Insurance Co. 

Turner Construction Co. 

Union Carbide Co. 

U. S. Leather Co. 

U. S. Steel Products Co. 

U. S. School of Music 

United Advertising Agency 
Underwood-Elliott-Fisher Corporation 
Vapo Cresoline Co. 

Wall Paper Association of America 
Ward Baking Co. 

Western Electric Co. 

Window Shade Institute 
Worcester Salt Co. 

Edwin Bird Wilson, Inc. 

L. H. Waldron Advertising Agency 
Young & Rubicam, Inc. 

Zonite Products Co. 


Graybar Building 
New York 
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16 ADVERTISING AGE February 27, 1932 
PHOTOGRAPHIC REVIEW OF THE WEEK im 
SWEET MUSIC FROM TYPEWRITERS CLAIM WORLD'S LARGEST TRAFFIC COUNT FOR LOS ANGELES 


Foster & Kleiser allege that traffic count at Wilshire Boulevard and Western Avenue, Los Angeles, is 
the largest in the world. The intersection is now graced by this neon-embellished, flasher-type board, 
placed by Lord & Thomas and Logan for Adohr Creamery Co., engaged in a Coast campaign. 


NEWSPAPER COPY IN COTY CAMPAIGN MORNING ORDEAL 


Royal Typewriter Company is getting free advertising providing famous 
bands with a set of its “musical portable typewriters,” substituting xylophone 
attachments for the keyboard. Here are Frankie Masters and his orchestra 


orth? 


using the novelty at the Tivoli Theater, Chicago. The typewriters are being 
routed through the Middle West by Robert C. Goldblatt, Royal's Chicago as 
representative. A s on | - ae NO 
| 5 z fam CHOPPING 


SELLS SAMPLES AT PROFIT 


IN THE WAY IT 


<tTT~ 


Thot’s Coty Face Powder, of course, be- 


cause Coty creates a round dozen skin-true 


blends Fastidious women can't use a face 
Powder that is admittedly made for every 
complexion They want the fragrant beauty 
of a perfectly matched, individual Coty tone . 
One doliar—at any of the better shops 


This advertisement is sponsored by Coty in the interest of retailers whose service standards prompt them to feoture notionolly recognized, quality bronds. 


, Lifebuoy shaving cream makes it 
This counter automatic dispenser, five inches high, will introduce the The powder-puff box provides a decorative note, being placed to form part of the easier, according to the caption 
Scimitar blade complete design of each advertisement. (Story on Page 2.) on this illustration in Lever Bros. 

. copy. 


BEAUTIFY TYPE-CLEANER BOTTLE 


TIDINESS HELPS DEALERS SELL COLORED TIRES 


Speedo, type-cleaner, is now packed in a new and attractive bottle, 
on the th that stenographers’ friendship is important. A black This is the ideal dealer of the B. F. Goodrich Co., which is conducting a campaign for tidiness in intro- 
and silver foil label identifies the Owens-Illinois container and a wire- ducing its new colored tires to match any car, regardless of hue. This scene is from a playlet pre- 

and-sponge applicator is imbedded in the molded Durez cap. sented at current dealer meetings. 
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